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— feature tl Gallun 


Vegetable Tannages in CM 


In “the leathers that sell your shoes” — Norwegian Calf and Cretan 
Calf — Gallun recommends the soft golden brown of Color 8. 


The quality promised at first glance by this rich color is de- 

livered by the famous Gallun leathers — Norwegian Calf, 

with its handsome hand-boarded grain (illustrated), and 
smooth, lustrous Cretan Calf. 


Noted for their beauty, these leathers are even more no- 
table for their luxurious pliability at the first wearing 
(pliability th | yen after repeated wetting 
and drying ty t Shape and color, absence of 

free acid thai might affecf the health of sensitive 
jorkak i at the hand of the craftsman. 

val customers, who prefer 


for all seasons, check 
c orders. Start 





Bate 
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MMAAXWELL FIELD, secretary of 
the New England Shoe and Leather 
Association, said: 

“Shoe prices at retail are not ex- 
pected to advance during the first 
half of 1939 despite higher leather 
prices and increased labor costs due 
to the wage and hour law—rather, 
the tanner and shoe manufacturer 
will continue to absorb these in- 
creases a little longer in an effort to 
give consumers even greater shoe 
value than they received in 1938. 
When one considers that a pair of 
shoes purchased for $5.00 last year 
was equivalent in quality of leather 
and workmanship, and even better 
in style and fit, than a pair at $7.50 
in 1929, we can truthfully say 


* CONTRIBUTION" 
is Richt J 









that there is more value for your 
shoe dollar today than ever before. 
This .is the shoe and leather in- 
dustry’s contribution to our great 
American economy!” 


S6NMANY foot ailments can be 
traced back to improperly fitted 
children’s shoes,” according to 








Edith Berry, clothing specialist of 
the Ohio State University at Colum- 
bus, who has issued a statement 
which is reaching all rural sections 
of the state, urging mothers to take 
extra care and precaution in the 
purchase of shoes for children un- 
der five years old. 





“Shoes for pre-school children 
should always be chosen so as to 
permit the normal development of 
a child’s foot,” Miss Berry indicates, 
“and plenty of room should be per- 
mitted to avoid distorting bones in 
the feet. This is the first essential 
in a child’s shoe. Sizes at least a 
half-inch longer than the foot and a 
quarter of an inch wider constitute 
the minimum margin of safety.” 


* * * 


EARLE T. BUMPOUS, vice-presi- 
dent in charge of sales promotion 
and advertising of the General Shoe 
Corporation of Nashville, Tenn., 
told the New Orleans Advertising 
Club: 

“The problems of retail distribu- 
tion and merchandising are ever- 
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present, and those who are solving 
them are the ones who first go to 
the trouble to find out just what 
the problems are. The greatest 
problem of the retailer is to get 
people into his store. Advertising 
can and does solve this problem in 
many different ways. It is a most 
remunerative habit for those busi- 
ness men who consistently check 
and recheck all the forces involved 
in the operation of their businesses. 

“Kipling once wrote: ‘I had six 
honest serving men—they taught 
me all I know; their names were 
WHERE and WHAT and WHEN 
and WHY and HOW and WHO’ 
The one big item that should come 
first for a test check by the retail 


c 
~~ SS 








dealer should be his source or 
sources of supply. A reliable source 
of supply is the first step to insure 
success. A poor source of supply 
can nullify many otherwise fine but 
vain efforts. Plan your work, work 
your plan. Wishful prayers are 
never substitutes for honest effort. 
Specialize on making a bid for the 
patronage of groups of people who 
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have money to spend—find out 
what they want—what they will 
buy—have the new things first— 
merchandise them with new and 
modern ideas in advertising. 

“I am personally acquainted with 
the owner and director of a large 
department store. This gentleman 
values ideas—makes it his business 
to get them and uses them to main- 
tain the wonderful name, prestige 
and reputation of his store. He en- 
courages ideas from his employees 
by offering liberal cash prizes for 
ideas submitted and used. He also 
stimulates consumer interest by of- 
fering prizes to his customers for 
ideas applicable to improve the ser- 
vice of his store. This man is a 
builder, and realizes the value of 
ideas. However, ideas are funny, 
they won’t work unless you do.” 

7 . * 


KE. WACHSTEIN of A. H. Geut- 
ing Co., Philadelphia, says: 
“Recently the Recorper pointed 
out the fact that when you were in 
Chicago you noticed the shoe win- 


dows that displayed new shoes were 


the center of interest. I heartily 
endorse this observation, and my 
reason for this is the fact that we 
have proven it to be the case in 
Philadelphia. With the opening of 
our new store we naturally would 
not display the past season’s shoes, 
and therefore had on display our 
new Spring merchandise. In pro- 
verbial slang—‘It was a sight for 
sore eyes’ to see the masses of in- 
terested women flocking to these 
windows. 

“I firmly believe that the time 
has come when we shall have to 
promote our clearance sales much 
earlier because of this fact. It 
seems that merchandise of this type 
shown in windows goes more or 
less unnoticed, for the simple rea- 
son that the consumer has already 
seen the merchandise and as is 
naturally to be expected, is only at- 
tracted by the new and not the old. 
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—Merrill Watson, of the Tanners 
Council, in a recent statement to 
the trade, said that the modern 
tanner makes “well over 100 dif- 
ferent colors." 

—Compare this with the five or six 
different colors that made up the 
tanner's style program twenty-five 
years ago. 

—No wonder our entire ind 
tanner, manufacturer and retailer 
—goes nutty trying to create 
me fashions for the color-loving 

c. 

— "The fashion wears out more ap- 

parel than the man," said Shake- 


speare. 

—So—perhaps this extravagance of 
materials, colors and styles has its 
economic advantages after all. 


ey 


“I was very happy to know that 

our firm has been foresighted 
enough to plan our purchases and 
windows in accordance with the 
ideas in your article.” 
BB ERNARD OSWELL of Fortnum 
& Mason, Ltd. and leader of the 
quality shoe movement in England, 
when interviewed about colored 
crepe soles, said, in answer to the 
question: “Do you consider it an 
advantage for the color of the crepe 
sole to blend with the upper of the 
shoe?” 

“Yes, most certainly it is an ad- 
vantage, from every point of view. 
I have for some time felt that crepe 
soles need added stimulus, and this 
color would provide it. It is im- 
portant to remember that all con- 
sumers are highly style-conscious, 
and no matter what the product be, 
shoes or what you will, to command 
attention there must be style and 
color attractiveness in the product.” 





WILLIAM (BILLY) BUNKER, 
super-shoe salesman, who writes 
in the Brockton Daily Enterprise, 
says: 

“Why do we have to go all over 
the world looking for shoe styles? 
We've had the French type for 
years. Then we suddenly go Tyro- 
lean, or the peasant type. Now 
we've gone Dutch (Mexico is creep- 
ing in). We need to look out we 
don’t go African and do away with 
shoes entirely. We're pretty near 
barefoot as far as whittling away 
foot covering is concerned. How 
about having a few good old U. S. 
styles using plenty of leather once 
more?” a 


CHESTER D. HEYWOOD helped 
celebrate the seventy-fifth anniver- 
sary of the Heywood Boot and Shoe 
Company of Worcester, Mass., and 
was photographed with veteran em- 
ployees who have been with the 
company for more than fifty years. 
B. S. Newell, vice-president and 
treasurer of the company, has been 
with them for fifty-two years. 


Chester D. Heywood is the third 
president in the plant’s seventy-five 
years of quality shoemaking. The 
company employs about two hun- 
dred in the factory. Statistics 
show that of this number 21% per 
cent have been with the company 
from one to five years; 274% per 
cent from five to ten years, 18.7 per 
cent from ten to twenty years, 
21.3 per cent from twenty to thirty 
years, 10 per cent from thirty to 
forty years and one per cent fifty 


years or more, 
* *# # 


6G ERMAN law to regulate or- 
thopedic shoes. Regulation of the 
manufacture of orthopedic footgear 
has been decreed. Hereafter ortho- 
pedic shoes can be made only by 
cobblers who have undergone spe- 
cial training and received a special 
certificate. An orthopedic shoe is a 
custom-made product of handicraft 
which differs from the so-called nor- 


mal shoe in the manner of its manu- 
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facture and in the general contour 
or in structural details. The indi- 
vidual peculiarities of orthopedic 
footgear are determined by patho- 
logic anomalies in the soft parts or 
in the bones of the foot or leg of 
the destined wearer; form and func- 
tion alike may be taken into con- 
sideration. In order to prepare for 
the special examination the cobbler 
must undergo at least six months of 
training in a special recognized 
school or, in lieu of this training, 
offer one year’s experience as assis- 
tant to an orthopedic master cob- 
bler. The new law should certainly 
represent an improvement; ortho- 
pedic footgear should henceforward 
be orthopedic in fact as well as in 
name.” (From Foreign Letters, 
Journal of American Medical Asso- 
ciation. ) * * #* 


LUCIE NOEL cables to the Herald 
Tribune from Paris: 

“In the Paris bootmakers’ ex- 
hibit, soles for evening are three- 
eights of an inch thick at the most, 
with a color note frequently in- 
troduced in the welt by separate 
strips or vertical bands. Bunting 
favors the wide, square, low heel. 
For afternoon, the ‘plinth’ heel is 
somewhat higher, octagonal in 
shape or sliced off, and the column 
heel is launched for evening. In- 
spiration for beach and evening 
shoes is often derived from Roman 
and Greek statuary. Gresy shows a 
1939 version of Caesar’s shoe, and 
also a Spartan sandal. Albertini 
replaces platforms by inside cork 
soles. For general evening wear, 
the opera pump, finely piped with 
gold or silver, vies in popularity 
with Bunting’s square heeled draped 
jersey sandal. Other striking models 
are Codrano’s pearly turquoise 
lizard shoe, Grellini’s multi-colored 
floral sandal, cut out of bright glace 
kid, and Le Louvre’s pastel evening 
bootee. Afternoon styles recall the 
Mauve Decade, featuring glacé in 
pastel shades, often contrasted and 
trimmed with fine piping. Glove- 
fitted models include Elie’s antelope 
shoe with elastic inserts, and also 
his sensational use of treated animal 
tripe to trim perforated white 
antelope styles.” 


@LD MOTHER HUBBARD 

Old Mother Hubbard she went to the 
cupboard 

Where Merchant McGee keeps his shoes, 

But when she got there the cupboard was 
bare 


Of any that Mother could use! 

For, this mighty mother had feet like 
no other, 

Each foot was the size of a trunk. 


But super-size sandal McGee wouldn't 
handle; 

“Odd sizes,” said he, “are the bunk!” 

So Old Mother Hubbard she went to the 
cupboard 

Of Merchant McCarty next door, 

And there she was fitted with nothing 
omitted, 

And urged to come back ever more! 

Now Mother’s twelve daughters with feet 
like their mater’s, 

Are grown and have children, you see, 

This whole tribe, so hearty, buy shoes 
from McCarty, 

But never from Merchant McGee! 

—J. Edw. Tufft. 
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BOHN SLATER, of J. and J. 
Slater, 415 Fifth Avenue, has been 
named chairman of the Shoe and 
Leather Committee of the Cardinal’s 
Committee of the Laity for 1939, 
and is now forming his group, 
which will solicit special gifts in 
connection with the 1939 Catholic 
Charities Appeal. This year’s ap- 
peal has been dedicated to the 
memory of his Eminence the late 
Patrick Cardinal Hayes, founder of 
Catholic Charities. 

Already selected for his commit- 
tee by Mr. Slater are: Thomas F. 
Callahan, of B. Altman and Co.; 
Robert I. Emmett, of Marshall, 
Meadows and Stewart, Inc., 47 West 
34th Street; Charles Havranck, of 
the Boot and Shoe Travelers’ As- 
sociation; Patrick Heffernan, of 
John Wanamaker: John J. Holden, 
of the Selby Shoe Co., 350 Fifth 
Avenue; James J. Lyons, Borough 
President of the Bronx; Thomas 
Lyons, of the Florsheim Shoe Co., 
155 West 42nd Street, and F. Paul 
Riley of Stern Brothers. 


























"I'm afraid Mr. Burpworth is going to extremes in explaining our construction 
thods.” 





SEA-GOIN’ SHOES tor 


Below—W hite linen play 

sandals with open toes 

and heels and a platform 

sole made of a navy blue 

and white bandanna, tied 

across the instep with 

matching bandanna bows 

are the choice of Con- 

stance Moore, for wear . 4 

oh oS v bey ents, = Dorothy Arnold, left, in 
a sunsuit of blue and 
white awning stripes 
wears blue and «lute 
linen sandals, while Fran- 
ces Robinson chooses 
blue flannel shorts and a 
Roman stripe silk blouse 
for wear while sailing 

with Bill Lundigan. 


Hollyweed Dresses Up to Play—and a Hollywood 
Fashion Authority Tells Us Hew 


by 
BELLE KANTER 


OF UNIVERSAL PICTURES, 
HOLLYWOOD, CALIP. 


THE pull there is these days towards outdoor fun! All 
along the Pacific Coast, Hollywood’s stars and starlets 
of both sexes suddenly yearn to do a job of intensive 
playing—at Santa Barbara, the Yacht Club at Laguna 
or the beach at Del Monte. A Winter of indoor stages, 
Kleig lights and whirring cameras is left behind at the 
drop of a hat for the sunshine and shining waters of 

the Pacific Ocean. 
And such dressing up as goes on for these play hours! 
Think you any old thing will do to romp around in? 
[TURN TO PAGE 39, PLEASE] 


Colorful stripes are the selec- 
tion of Dorothy Arnold in this 
briefest of play suits. Plat} 
soled play sandals are both at- 
tractive and practical. 





Universal Pictures 





SUMMER PLAY DAYS 


SEA-GOIN’ shoes . . . whether for lolling about on a 
deck or actual activity before the mast, are gayer than 
ever and have a charm all their own. No more nonsense 
about dirty sneakers or dilapidated espadrilles—a lady 
sailor looks trim as the sails of her boat, and a lot more 
colorful! 

As for patterns . . . they are simple, but toes and heels 
are open as can be. Ghillie types are favored, and a 
new side-lace oxford looks right with sailor slacks or 
shorts. Also recommended are a saddle oxford with 
open toe and heel and a snug side-gored play shoe. For 
those who like closed models, there is a moccasin type 
with bright piping and a contrasting sole and lace. 
Sturdy cottons are chosen for these shoes . . . fabrics to 
hold their own against sun and sea and flaunt their 
colors as brightly at the end of a cruise as at the be- 
ginning. 

[TURN TO PAGE 39, PLEASE] 


Photography 
by 
RAY JONES 

























Frances Robinson chooses this Matletex 
bathing suit for a dip in the blue Pacific. 
With it she wears the same play shoes 
shown in close-up on the opposite page 
with Constance Moore's slack suit. 





HARRY R. 
TERHUNE, 
Field Editor, 
BOOT AND SHOE 
RECORDER, SUGGESTS 
THE SHOES 


























Frances Robinson selects 
this suit for sailing. The 
long trousers and sleeves 
protect her from a painful 
sunburn. Note the white 
open play shoes. 





















This window by Goldsmith Brothers, Chicago, achieves 
pring-like ey by means of Spring foliage 
pleasing background to the shoee 


a 
which provides 
SHOE WiI N DO ws dieplayed. Note “now the spiral lines of the drapery 
and the leaves direct attention to the shoes 


DON NEW SPRING DRESS 


Unusual Treatments of the Color Theme SHOE retailers are using their heads more and their 
pocketbooks less in planning early Spring windows. 
. : , Recognition has been given the fact that good ideas 
Mark Early Spring Windows in Shoe Stores are cheap, but poor ideas may be very costly. Spring 
Txt displays this season have been rich in imagination and 
and Produce Gratifying Response to Care- pe agent drawing many “oh’s” and “ah’s” from 
passing crowds. 
fully Planned Visual Promotion Ideas One of the most imaginative of these Spring window 
trims and one which attracted throngs was the simple, 
but amusing display used by A. S. Beck. “Paris in the 
Spring” was the caption, and very lighthearted and gay 
were the cartoon-like figures painted on a light blue 
background. Here were all the sights to be seen in 
Paris—from the Arc de Triomphe:and the Eiffel Tower 
to the funny little taxicabs, the artist of the Left Bank 
busy at his easel and the very French proprietor of the 
Café de la Paix, curled mustachio and all. Chartreuse 
flooring provided a fitting background for white, beige 
and black patent shoes in very open types and bags in 
high colors which lent definite accents to the display. 
This window could be installed at very little cost, pay- 
ing for itself many times over in the interest it created 
in potential customers. 
Color was used again as a central theme by Ansonia, 
but with a treatment that was decidedly different. One 
window used color lavishly but carefully, while the 


7 oe series of 8 o leather ¥ saiatows 
featured by B.. by oon A shoes and 

idea which “iowalates the « ~ prine ce, 
mn ise.” “Leather ny into ~~ aod 
was the general theme of this series rg wnaoe isplays. 





Black patent—another in Altman’s series of 
windows. contrast 


seer 2 ee of - x, -#.. 
ther and pale green 
particularly ¢ 


sSiaok 





other was almost devoid of it. In the former, alternat- 
ing aqua and rust panels, separated by fluted columns 
of pale orchid served as a background. The flooring 
was of pale orchid, and a large bouquet of Spring 
flowers in an orchid urn was in the center of the win- 
dow. Small hassocks in bright colors—used singly and 
in groups—were used as feature displays for some of 
the shoes. Others were grouped on the floor. 


THE shoes were as gaily colored as the trim itself— 
greens, browns, rosy beiges, rosy rusts and coppers stood 
out against the pale flooring. The impression here was, 
from a physical standpoint, that of spaciousness. Grant- 
ing that the window itself is large, it was noticeable that 
this effect can be enhanced as it was here—by the 
absence of tall display stands. The low hassocks did 
the job beautifully without adding height to the display. 
The other window used the absence of color as its 
theme. Behind a translucent backdrape were silhouetted 
an old-fashion coach and horse. Hassocks of gray 
with black sides and large gray picture frames were 
used as display stands. The only touch of color in the 
window were old-fashioned nosegays of violets. Black 
shoes, both in patent and in kid, and some browns were 
featured in this sale window. 

And speaking of color—B. Altman deserves special 
mention for the way in which they handled their win- 
dows. “Leather Steps into the Spring Picture” was 
the theme, and each window featured a different color. 
All were dressed identically—with light green back- 
grounds framed in bright green. Steps set in a semi- 


“Paris in the Spring,” says A. 8. Beck, and 
ceeds to make ite windows as amusing a: ‘as 
French as possible. The drowinge on the walis a 
colorful and gay, and drew crowds of interested 


oe me os <te 











circle at one side of each window were used to display 
the accessories shown—and a tree covered with Spring 
flowers was placed in the corner. The first window fea- 
tured black patent, with shoes, bags and belts of this 
leather claiming the most attention. Color was given 
to the window by bright boutonnieres, gaily colored 
gloves and scarfs in new Spring shades. Shepherdess 
colors were shown in the second window—a number of 
glowing Spring shades, including rose, reds and pinks. 
Red Haze came next—a winey shade shown in bags, 
gloves and shoes, followed by navy; navy shoes and 

[TURN TO PAGE 40, PLEASE] 
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Clese Harmony: 
In —_ notes that are closely 


blended. 

In this color co-ordination chart, 
the newest high style idea of an 
entire ensem ostume, shoes 
and accessories—in the same 





Costume: Lighter-than-Navy Blue. 

Shoes: Blue, closely blending with cos- 
tume blue. 

Stockings: Light clear beige or high 
style blue 


tyle . 
Handbag: Blue, matching shoes. 
Gloves: Beige to match stockings. 
Hat: Blue, with other color notes in- 
troduced in trimming or veil. Same 
with jewelry, etc. 


Other accessories: The above blue 
and beige tones and the accent 
colors on the hat. 


Costume: Beige. 

Shoes: Rust. (Rosy or golden). 

Stockings: Blending closely either with 
shoes or costume. 

Handbag: Rust, matching shoes. 

Gloves: Lively dark green with blue 
cast. 

Hat: Burnt Straw with green veil. 


Other accessories, such as belt, bou- 
tonniére, jewelry: Beige, rust, green, 
gold and ps one tiny touch of 
dark purple. 





Costume: Rose, with slight blue cast. 

Shoes: Medium blue shade. 

Stockings: Beige with slightly rosy 
cast. 

Handbag: Blue, matching shoes. 

Gloves: Deeper shade of the costume 
rose, or beige. 

Hat: Same rose as the gloves with blue 
veil and flowers in mixed colors 
harmonizing with the rose and blue 
shades. 


Other accessories: Rose, blue, pink, 
perhaps a touch of fuchsia. 








ENSEMBLES IN THE MAJOR 


Open Harmony: 

In music, notes that are farther 
apart and more sharply con- 
trasted. 

In this color co-ordination chart, 
shoes and accessories that con- 


color family. trast with the costume color. 


Costume: Lighter-than-Navy-Blue. 

Shoes: Blonde tones. 

Stockings: Blending with shoes. 

Handbag: Blue, harmonizing with cos- 
tume. 

Gloves: Blonde, harmonizing with 
shoes. 

Hat: Burnt Straw with trimming (veil, 
ribbon, flowers) in blending blues 
with one or two harmonizing accent 
colors. 

Other accessories: The above blue 
and blonde tones and the accent 
colors on the hat. 


Costume: Beige. 

Shoes: Blonde tones, blending closely 
with costume. 

Stockings: Closely blended with shoes. 

Handbag: Closely blended with shoes. 

Gloves: Closely blending with shoes 
and bag. 

Hat: Burnt Straw with veil, flowers, 
etc., in hat and costume tones. 
Other accessories: Beige, gold and 
pale yellow with perhaps one or two 
small touches of a brilliant accent 
color as purple, fuchsia, cyclamen, 

scarlet or green. 


Costume: Rose, with slight blue cast. 

Shoes: Rosy wine. 

Stockings: Rosy cast, blending with 
shoes. 

Handbag: Rose tone, closely blending 
with costume. 

Gloves: Rosy wine, closely blending 
with shoes. 

Hat: Rose with dark wine, or black 
veil, or flowers in blending tones. 


Other accessories: Rose, rosy wine, and 
a blending pink. 

















KEY OF 
HARMONIES FOR THE 
COSTUME IN COLOR 








ENSEMBLES IN THE MINOR 
Practical Types of Co-ordination 


Costume: Lighter-than-Navy Blue. 

Shoes: Navy or Black (patent preferred). 

Stockings: Clear beige. 

Handbag: Matching shoes. 

Gloves: Matching costume, white, matching stockings or 
an accent color as fuchsia or gold, depending on blue 
of costume. 

_ Matching costume, shoes, stockings or glove accent 
color. 

Other accessories, as boutonniére, jewelry, etc.: Colors to 
match or harmonize with the rest of the costume. 


Costume: Beige. 

Shoes: Black or Brown. 

Stockings: Harmonizing with costume. 
Handbag: Matching shoes. 

Gloves: Beige blending with costume. 


Hat: Matching costume or shoes, with harmonizing accent 
in veil or flowers. 


Other accessories: Carrying out the accent color in the 
hat trimming and also using the beige and shoe tones. 





Costume: Rose, with slight blue cast. 

Shoes: Black or Navy. 

Stockings: Harmonizing with costume. 

Handbag: Matching shoes. 

Gloves: Matching costume or stockings. 

Hat: Matching costume or shoes with harmonizing accent 
in trimming. 

Other accessories: Rose, navy or black (according to shoe 
color), and the hat trimming accent colors. 
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Exterior of the new Cen- 
ner 


Customer Comfort Prime Consideration 
In Planning New Davenport Store 





ARRANGEMENTS for striking displays and comfort 
of customers are features of the new Conner Shoe Co. 
store, opened recently at 114 West Second Street, at 
Davenport, Iowa. They include spacious, curved-style 
windows adapted to unit displays, shadow boxes for 
showing featured numbers inside the store, latest de- 
velopments in illumination and provisions for air-con- 
ditioning. 

C. H. Conner, connected with shoe merchandising in 
the Midwest for 15 years, is at the head of the corpora- 
tion and is manager of the store. He reports that busi- 
ness since the opening has been ahead of expectations. 
The wrapping counter was too small, the early business 
proved, and enlargement was required. 
Se ee 

a mail, to 10,000 prospective A NEW QUALITY FAMILY SHOE 
customers in Davenport and Rock Island and Moline, STORE, DESIGNED FOR DAVENPORT 


OPENING NEXT SATURDAY 


This attractive little 

isis Gelentes anise bonne CONNER SHOE COMPANY 

and its surrounding territory prior to 114 WEST SECOND STREET TELEPHONE 5-5210 
opening of the new store. - 
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E ffective Shoe Displays in Windows and Interior Also Stressed by 


Conner Shoe Co. in Up-to-Date Family Footwear Establishment 


Ill., featured both personnel and merchandise. All 
forms of advertising emphasized that the store caters 
to the entire family with lines of women’s, men’s and 
youngsters’ shoes in a variety of price lines. Women’s 
shoes, for example, range from $4.95 to $10.50 and 
men’s from $5 to $11. Hosiery and handbags are also 
stocked. 

With notions of his own about store design, Mr. 
Conner engaged an architect to execute those ideas and 
supervise the remodeling of the building. 

The front color motif of black, chromium and oyster- 
white is reflected in the interior where the ceiling, 
treated to absorb sound, is the same shade of white and 
the modernistic lighting fixtures, combining direct and 
indirect illumination, are in black and silver. 

The remainder of the interior is done in rust brown 
and leaf-green with tapestry-covered chairs for women 
and leather-covered chairs for men in the same shages. 
Bright green and red settees are provided in the chil- 
dren’s department in the rear. 

The oyster-white shade of the window backgrounds 
furnishes a maximum of contrast and harmony with 
merchandise of any color and at the same time elimi- 


The spacious interior of the new Conner 
customer traffic as well as several spots for 
tageously placed so as to 


nates glare. Setting it off is the black structural glass 
and chromium exterior. Places are provided for drap- 
ing removable curtains against the backgrounds to out- 
line special displays. 

Shadow boxes set at intervals in the stock shelves 
break monotony and provide means for striking, 
lighted displays, also against oyster-white backgrounds. 
Below them are foot mirrors. 

Shelves have a capacity of 7000 boxes and there is 
additional storage space on second floor. Offices are in 
the rear. 

Mr. Conner entered the shoe business with the 
Family Shoe Store in Decatur, Ill., leaving after three 
years to take a position with a national chain, head- 
quartering at Rockford, Ill. He was buyer and mer- 
chandise manager of the Utica store in Des Moines for 
six years and came to Davenport fonr years ago to 
become manager of shoe departments for Petersen- 
Harned Von Maur. 

His personnel is drawn from the city’s leading shoe 
stores and departments. Ed Schmidt, recently assistant 
manager of the quality shoe department at Petersen’s 
is assistant manager of the Conner store. 


ample room for 


store provides 
the display of footwear advan- 


catch the shopper's eye. 





Te bls 
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OUTLOOK 


Leading MAN by the Hand of Fashion 


THERE is one part of the shoe business that shows 
great promise of performance, promotion and profit 
during the next six months—providing we have a little 
collective action. The field of men’s shoes has not only 
new pattern interest but a new surface and color interest 
and a real business period is probable and possible. 

The emancipation of Man from the tyranny of stand- 
ardization is possible in the year 1939 through a-long 
range of new shoes—from the Mexican braided to the 
heavy Dutch types. If only one store in a town showed 
these new things, the styles would be so conspicuous on 
the few wearers who were “sold” the new ideas that 
the customers would feel ridiculous. Not so with the 
female of the species whose philosophy of dress is “to 
be different.” 

But if every store in town displays the new shades of 
tan, the new patterns and the new lasts, there is planted 
the seed of confidence among men “that they are being 
worn.” That, by the way, is a great phrase in the sale 
of men’s shoes and is generally put—“They’re all wear- 
ing them.” 

Even conservative Man likes to be a little courageous, 
a little audacious in his Summer costume, as we have 
already noted in slacks, shirts without neckties, and 
colors in clothing. To date Man has been far more 
adventurous in hats than he has been in shoes. 

Make no mistake about it. 1939 is the year of 
change! What to do and how to do it—is rather impor- 
tant. You just can’t throw all the new things in the 
window and say: “They are being worn.” Man wants 
his fashion particularized. 

If in the month of April lighter colors or perhaps 
Dutch lasts are featured, men will venture that distance 
into new fashion ierritory and thank you for being an 
aid to sartorial freedom. 

When May comes along braided shoes, if shown in 
practically all men’s shoe windows in town, encourage 
young men and old to take one step further into the 
unknown. Step by step into the Summer, as the season 
progresses, Man may accept new things—even sandals. 

The important thing is not to let the finger of ridicule 
point to the unusual in men’s dress. For that reason we 
think it is well for merchants in the community to talk 
over the successive promotions of the new shoes and to 
time their windows, advertising and selling so that Man 
may be coaxed into the position of showing his new 
foot freedom about the time that his fellow man is 
similarly expressive. With some such common effort in 


By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


promotion and window display, not only is a new season 
launched but a profitable market widely expanded. 

New shoes for men, new patterns, colors and types 
are not limited to any one area of America, for they 
are truly national in merchant selection. But the point 
of sale lies ahead and we stress the importance of col- 
lective promotions. 

Remember, this is a year of years in the travel world. 
“Americans Will Travel in America in 1939” is a slo- 
gan that is soon to appear. Because of the great Fairs 
in §an Francisco and New York, millions of travelers 
will be on the road. It is a known fact that travelers 
are more adventurous in attire and footwear than would 
be the case if they stayed closer to home. The troubled 
condition in Europe is one of the deterrents to ocean 
travel. 

Highways the length and breadth of the land, rail- 
ways and airways all beckon to travelers. The travel 
season lengthens. Spring and Summer may be a full 
eight months long. In fact, one apparel house is slogan- 
ing: “Ten Months Spring” in the belief that travel 
clothes in Spring weights will click. 

Remember, also, we are becoming a very much more 
friendly America. We have a common passion for the 
freedom of democracy. We, as a people, are getting 
hot under the collar on the subjects of “isms.” Travel 
not only broadens—but strengthens the spirit of pa- 
triotism of a people. 

The coming of Spring brightens not only the fashion 
picture but the economic picture. The American public, 
when given an opportunity to observe, compare and 
remember, develops a mood to go places and do things. 
Despite all the disturbances, political and international, 
there is a deep inward feeling of confidence and better- 
ment that will not be denied. 

If the spirit of America gets a little uplift in the 
Summer of 1939 you will see wonderful things there- 
after. Our needs as a people for new things, and the 
refreshment of all of the things made obsolete during 
ten years of depression, are sufficient to start a new 
wave of prosperity of immense importance. 

We have a feeling that in this year of travel and in 
this year of fashion and foot freedom, things are going 
to change—for the better. 
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Buster BROWN has helped 
children’s feet for 35 years. This year 
Buster Brown is going to help chil- 
dren’s mothers, too—with a new ad- 
vertising idea that has sound child 
psychology behind it. 

Reproduced at the left is the first 


advertisement in that series. It ap- 
pears in a magazine that goes into 
500,000 homes with children—Par- 
ents’ Magazine. 

Mothers know “Busters.”” We plan 
to help mothers with an important 
problem of childhood—satisfying 
youngsters with their clothes. This cam- 
paign will build additional good will 
as it helps you sell more shoes. This 
is just one phase of Buster Brown’s 
advertising plans for 1939. Still an- 
other will be announced next month. 
BROWN SHOE COMPANY, ST. LOUIS 


This advertisement appears in the April 
tone of Parents’ Magasine—ens March BUSTER BROWN MAGAZINE ADVERTISING IS LOCAL 


15th—full page, full colors. 
ADVERTISING TO THE RETAILER'S BEST CUSTOMERS 


BUSTER BROWN SHOES 


for Boys and Girls 








P 
SETS THE PACE 
For SPRING 


PARIS couturiers again cast a designing eye upon 
shoes. Models have been made especially for them, 
some entirely designed by the couture house inter- 
ested. Madame de Pombo, the presiding genius of 
Paquin, has handed out her own shoe croquis to 
one of the leading bottiers of Paris for execution. 

Among the couture footwear now on the tapis, 
the heel takes the spotlight, the recent Move in this 
direction being much accelerated. In certain of 
Schiaparelli’s new models, heels, so-called, are given 
a tremendous boost. One evening sandal uses for 
the heel four gold spheres graduating in size, placed 
under a gold sole topped with light blue leather. In 
her “shocking” red satin sandal, the gold heel does 
a turn in continuous movement from the sole. 

Absence of heel is noted in a model featured in 
all-white for day, in alternate gold and bright blue 
straps for evening. The foot rests perfectly flat in 
this model as in a basket, the strapping starting at 
bottom and forming a sort of lattice for the “basket” 
sides. 

Very striking is a bottine for evening with a 
“glove toe.” This toe is stitched and scalloped in 
the style effect of glove fingers. The model for wear 
with dinner dress is made in black poplin. 

Maggy Rouff features a sensational model with 
tiered heel, which is Enzel’s origination, and puts 
Cinderella’s glass slipper in the shade. The sandal 
base with tiered heel is made of a transparent com- 
position having all the appearance of clear glass. 
Rouff shows this for evening in white glass, with a 
strapping of gold leather lined with silver. Other 
shades Enzel develops in this mysterious material 
are light red, emerald green and black. One of the 
“glass” models in red shows a platform sole with 
zigzag design. There seems to be no limit to design 
possibilities of this material. 

[TURN TO PAGE 34, PLEASE] 








Unusual Sole and Heel Treatments Mark 
the Couturier Collections. High Colors, 
Alone and in Combination, Are Significant 


by ALICE MAXWELL APPO 
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A Boot and Shoe Recorder Department 





A Fitting Problem 


In the merchandising of wooden 
sole Dutch-sabots the Propst-Childress 
Shoe Co., of Roanoke, Virginia, re- 
tailers of fine shoes, have developed 
some interesting angles. 

“In the first place,” says George C. 
Thrasher, “since we have been receiv- 
ing these shoes in only one width and 
only in whole sizes, we have experi- 
enced considerable difficulty in fitting 
narrow feet. This was solved by in- 
serting a wad of lambs wool in the 
end of the toe, as used in a ballet slip- 
per. The wool cushions the end of 
the toe and results in added sales and 
a greater degree of comfort. 

“The second trick is personalizing 
these sabots by burning the customer’s 
name on the back of the wooden heels 
so that they show from the back. This 
is done in scroll with an electric burn- 
ing needle that can be obtained at 
most stationery shops at a nominal 
cost.” 

* *# # 

“A custom-type with the dress- 

maker details so smart this season.” 
(C. H. Baker, Los Angeles) 


—OPI— 


At Your Service 


Go out and get the customers who 
cannot conveniently come to your 
store is the policy of Charles A. Kil- 
bourne, who has a children’s shoe 
store in Minneapolis. 

He makes periodic visits to the 
neighboring towns and cities taking 
along a full assortment of styles and 
sizes. 


A week or two before one of his 
regular trips he sends out cards to his 
customers and good prospects giving 


by JOHN F. W. ANDERSON 


the date of his expected arrival, the 
name of the hotel where he is going 
to stay and the room number. 

By this personalized service he has 
greatly increased the trading area of 
his store, especially among those who 
would not ordinarily come to his store 
and among those who have hard-to-fit 


feet. 
* * * 


—OPI— 


New Shoes for Old 


A shoe trade-in sale was recently 
tried by the Roxboro Shoe Store, Rox- 
boro, North Carolina. With every 
pair of new shoes purchased an allow- 
ance of from 50 cents to $1.00 was 
given the customer on his old shoes. 


TRADE IN YOUR 


FOR NEW ONES AT 
ROXBORO SHOE STORE 


3 - DAYS ONLY - 3 
Thursday, Fri. Sat. Jan. 5, 6,7 
~ EXAMPLE. 


$2.99 Shoes less old shoes $2.49 
$3.85 Shoes less old shoes $3.10 
$4.85 Shoes less old shoes $3.85 


Tax added to all purchases. This hokds good on amy shes in stock. 








Never before have you had this apportumity te fime quality 

aitowance for your old omen, and at yy 
to others. Here's your chance to help yourself and others too. Someone 
will appreciate your okt shows. Remember onty three deys. Se hurry. 


Roxboro Shoe Store 


Next Te Rees = =©Raghen Bly. 866M. Main St = Rexbera, NC. 











Partner W. R. Hawkins reports that 
their store is a new one in a small 


town. They hit upon this idea as an 
admirable way to acquaint many of 
the townspeople with their new store. 

The important phrase in the ad is 
“the old shoes will be donated to 
charity.” Personal pride prevents 
people bringing in any shoes worn be- 
yond any further use. It also creates 
goodwill among the townspeople in 
the feeling that the new store is doing 
a real service to the community. 

* 


“Imagine your foot . .. in this 
smart, siim- fitting step-in pump of 
perforated patent and elasticized gab- 
ardine.” 

(Chas. A. Stevens & Co., Chicago) 

* * * 
in Bult- 
South 


Conversation overheard 
man’s Shoe Store, Sumter, 
Carolina: 

Customer—“My little girl wants a 
pair of the shoes that you give the 
present with.” 

Proprietor—“Oh, yes, I think I 
know what you mean.” 

Customer—“She tells me to go to 
the store that has the little present 
to buy her shoes.” 

Proprietor—“Yes, we find that a 
little gift goes a long way with the 
children and brings their parents in 
too.” 

Customer—“Yes, I know when I 
brought my little girl in before, I 
also bought a pair of shoes for my- 
self.” 


—oPI— 


Merchandising Health Shoes 


Most corrective shoes are either 
sold in separate orthopedic stores or 
as a side line in a regular shoe de- 
partment. 
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BEST IDEA OF THE WEEK 
STARTLING ADVERTISING 
(Lasky’s Shoe Store, University City, Mo.) 


O. P. Ideator—“Say, that’s a strange thing to be 
doing—advertising winter brogues with a linen suit. 
After all, man, this is winter time.” 


Manager Charles Lasky—“Unusual yes, but the ad- 
vertisement caught your eye, didn’t it?” 


O. P. Ideator—“Yes, it did, but I still can’t figure 
your angle.” 

Mr. Lasky—“Not so difficult. As you know this is 
a strange world. In order to get attention, outside of 
offering quality merchandise with excellent service at 
reasonable prices, we must often resort to the unusual 
to put over a point.” 

O. P. Ideator—“Then your idea of the unusual is to 
use this streamer announcement on top of your news- 
paper advertisement asking the rhetorical question: 


‘WINTER BROGUES WITH A LINEN SUIT? ... 
Of course not!’ as an eyecatcher, to hold interest and 
eventually to gather in the sales.” 


Mr. Lasky—“Yes, but we must go further—as you 
see. We make the friendly suggestion that our cus- 
tomers do not always know ‘which shoes to wear with 
what.’ Therefore, we offer to help them pick the right 
shoes for the right ensemble.” 


O. P. Ideator—“Thus you go a step further. First, 
interest with the unusual; second, a practical sug- 
gestion to the customer. . . .” 


Mr. Lasky—“Yes, but we must go further—as you 
will keep them satisfied, knowing full well that we can 
supply the right shoe for the right outfit or outfits and 
that the well-groomed appearance of our customers is 
an important consideration.” 











Famous-Barr Co.. St. Louis depart- 
ment store, believes that the merchan- 
dising of orthopedic shoes demands 
two things—proper shoes and correct 
fitting. So they have a separate ortho- 
pedic department stocked with health 
shoes which are not only comfortable 
but which follow the leading fashion 
trends. The department is also staffed 
by trained fitters who are not allowed 
to work in any other section. And, 
vice versa, salespeople from other sec- 
tions are not allowed to work in this 
department. 


—OPI— 


Prize Contest 


“Why do Thom McAn shoes give 
such exceptional long wear?” is the 
question being asked in the Thom 
McAn prize contest now in progress. 

In the window of each Thom McAn 
store is a pair of worn shoes. All the 
contestant has to do is guess how long 
the shoes have been worn and write a 
suitable 50 word answer to the above 
question. A new pair of shoes is 
awarded to the winner. Also a grand 
prize of a trip to the World’s Fair or 
$200 cash is to be awarded to the best 
answer chosen from among the win- 
ners of 226 stores participating. 

This is an excellent idea adoptable 
by any shoe merchant (that is with- 
out the grand prize) as all people 
like to pit their skill against the 
crowd. It helps to get many prospects 
into the store at the total expense of 
one pair of shoes. 


And I'm preety hot stuff for spring! I'm 
made of elasticized buckskin with « 
zipper fastener and my heel came from 
Holland. You can have me in blue or 7 
Tl be gone soon. 
S17 West Seventh St... S416 Wilshire Bivd. 
Ambassador Hotel . . . 476 E. Colorado, Patadens 


1 AM TORTILLA FLAT 
wine — but you'd better hurry — I think 











Zippered and elasticized . . . drawing 
all eyes for Spring 


“Soaring hemlines spotlight your 
shoes . . . so it’s more important than 
ever for you to keep your trim feet 
beautifully shod—in complement to 
your lovely clothes!” 

(Chas. A. Stevens & Co., Chicago’ 


“Nailhead studding gives high-fash- 
ion glamour to the platform soles of 
this exquisite open toe, open back 
shoe of gleaming black patent!” 

(Beverly’s, St. Louis) 


—OPI— 
SPRING BEGINS MARCH 21 


“Spring is where you find it” 

“In step with the Spring mode” 

“Step into March with this dainty 
step-in” 

“To suit the modern miss” 

“Spring forth in new Spring shoes” 

“Spring news in new Spring shoes” 

“Spring transformation—from head 
to foot” 

“Spring is just around the corner’ 

“A tailored shoe to go with your 
new tailored suit” 

“Original shoes for Spring” 

“Spring in the air” 

“Spring features for March breezes” 

“Spring atmosphere” 

“Shoes to blend with your new 
Easter costume” 

“Timely shoes for Spring” 

“Shoes that satisfy” 

“Anything goes if it’s gay” 

“Shoes for Spring’s gay young 
moderns” 

“March into Spring” 

“Appropriate for an Easter greet- 
ing” 

“In Spring a young man’s fancy” 

“For a Springy step” 

“Plunge your feet into color” 

“For Spring’s first fling” 


J 








The 
Retail Shoe Store 
CALENDAR 

For MARCH 
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Spring Selling Season Begins in March, and Now 
Is the Time to Get Promotion Plans Under Way 
and Launch a Broad Offensive to Make It a Prof- 
itable Springtime. Study Your Calendar Day by 
Day and Plan Your Advertising and Displays 
to Click with the Spring Needs of Customers 


1 START this important 

i r weekly 

ay. Watch 

for “outs”! You cannot afford 

to lose sales during the big 

selling season you do 

not have the right size or the 

right color. king your 

stock every week is work but 
it more than pays for itself! 


6 PUT your new Spring win- 

dow displays in place to- 
day, and get the store interior 
ready for a busy month of 
selling, too. That means new 
trims on the ledges, fresh new 
—_ cards everywhere, 
soiled and damaged boxes re- 
moved and selling tables of 
hosiery, handbags, etc., care- 
fully placed at strategic spots. 


1 MAKE sure of a BIG 
Saturday tomorrow by 
using a big newspaper ad to- 
day telling women about your 
many new Spring shoe styles 
ee the Pret y hosiery colors. 
Hosiery should get good space 
in every ad at this season of 
the year. And it should have 
good space in the store, too. 


15 YOU have reached the 
half way mark in March 


9 IF Bo have not already 

in your Spring win- 
dow ot Bow 5 and interior 
trim, it should be done this 
weekend. Have you everything 
in readiness? Your windows 
should be SELLING windows, 
with attention-getting display 
cards and prices plainly 
marked on every pair of shoes 
in the display. 


7 IT is time to cover your 

mailing list with some 
kind of a reminder that Spring 
footwear is. ready. Why not 
use a letter with a folder? 
Make your letter warm and 
friendly. Fill in the name of 
each customer on the letters 
and sign each one yourself 
for best results. 


11 DO you have a table of 

anklets up front where 
customers entering the store 
must pass them? Anklets are 
what is known as “impulso 
goods,” which means they're 
most frequently bought on the 
impulse of the moment be- 
cause the purchaser chanced 
to notice them in passing. Get 
them out where they can be 
seen. 


16 ARE you doing a oot 
business in women's 
hosiery? If you are not, = 
are missing one of the real 
profit apportunities open to 
you. There's just one thing 
needed—o better than aver- 
age stocking at the price most 


“women in your town want to 


pay. And constant advertis- 
ing! 


3 PREPARE a big, attrac- 

tive ad for today's papers 
on Spring footwear. Play up 
your best selling price list in 
women's footwear and give a 
good space to women's silk 
hosiery. If you want to adver- 
tise men's shoes you will get 
more attention and better re- 
sults if you use a separate ad. 


g CHECK your stock again 
today. In February your 
weekly checks indicated a 
trend toward certain styles 
and colors and price lines. 
Watch carefully in March to 
see if the same trend continues 
or if it shifts to other styles, 
etc. USE the valuable infor- 
mation that you have in your 
checking figures. 


13 REARRANGE your win- 
dow displays today, 
making sure that the most 
prominent locations are given 
to those styles that last week's 
stock check indicated as the 
season's best sellers. Now is 
the time to “play the win- 
ners." Change all of your dis- 
play cards, too, and this wiil 
freshen up the window. 


1 ST. PATRICK'S DAY. 
Be sure to give the day 
some recognition in your win- 
dows. And if you are in a 
community that's predomi- 
nantly Irish give away lapel 
ga to customers, or 
little pots containing live 
shamrock plants. Run a big 
ad today with the theme, 
ly 3 Weeks Until Easter." 


4 THESE March Saturdays 

should be big selling 
days. Many have been hold- 
ing off for the first indication 
of Spring before buying 
needed footwear. Be sure 
your window displays back up 
last night's newspaper ad and 
are as interesting as you can 
make them. Place a selling 
table or two up front. 


9 WHAT can you do to get 

some extra business this 
Spring? Here's a suggestion. 
In your town there will be sev- 
eral baseball teams, no doubt. 
Those ball players will need 
baseball shoes. Where are 
they going to get thom? Have 
you ever made an effort to get 
that business? 


14 THIS would be the right 

time to send a mailing 
card announcement to the men 
on your list, telling them about 
the new shoe for men 
that you have. And don't for- 
get to remind them, too, that 
new golf shoes are in, and now 
is the time to select them. An 
attractive interior display wilt 
get attention. 


18 ONE way to help your 

hosiery sales is to see 
that every customer who en- 
ters the store knows about your 
hosiery. Are you, and all your 
salespeople mentioning your 
hosiery values to every one of 
the many shoe customers you 
are serving these days? This. 
is good advertising—and in-. 
expensive! 


[Turn to page 45, please] 





@ When any shoe prod- 
uct earns the acclaim 
of a million women, you 
can be very sure it’s got 
something! 


And that’s just what 
TAWPS have done. In the 
last 7 months alone, more 
than a million women 
have bought TAWPS at 
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TAWPS ARE AVAIL 
ABLE TO THE SHOE 
TRADE THROUGH 


THE VULCAN CORP 


“ » 
HERE'S WHY WOMEN “go 2x” TAWPS 


1. TAWPS wear at least twice 
as long as ordinary leather top- 
lifts. 


2. TAWPS have a finy insert of 
resilient rubber securely an- 
chored into the leather base at 
the point where heels wear fastest. 


3. TAWPS wear evenly, prevent- 
ing heels from fraying or 
“squshing™ out-at the edges. 


4. TAWPS are neat, good-iook- 
ing, and keep their trim, smart 
appearance. 





their shoe repair shops. 


This being so, wouldn't 
it be smart to put TAWPS 
on new shoes? 


Alert manufacturers 
think so—and are now 
doing so. They know that 
TAWPS will help dealers 
sell their shoes! 


THE GREATEST NAME IN RUBBER 


*TAWPS, trade-mark of The Goodyear 
Tire & Rubber Company 


MORE PEOPLE WALK ON GOODYEAR RUBBER HEELS THAN ON ANY OTHER KIND 
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SPRING 


INTO 


SUMMER 


WITH THE 


AMSTERDAM 


The original shoe on the AMSTERDAM 
last, @ Norwegian hond-stained oxford The success that manufacturers are re- 


carrying a new style wing tip featuring 

@ very short toe cap. porting reflects definite acceptance from 
many of the largest and best-known shoe 
merchants. 

Names of manufacturers equipped with 
the AMSTERDAM last will be promptly 


supplied upon inquiry. 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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The GRETAL is a true counterpart for girls of the original 
AMSTERDAM for men. This 1939 model is one of the 


authentic types that will prevail for active and spectator 
sports wear on campus and elsewhere from early 


Spring through late Fall. 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 





PRIZE WINNING 
WINDOWS 


ARE ANNOUNCED 


These Six Displays Were Picked from the 
Hundreds Submitted as the Most Outstanding 
at the Window Display Contest Held at the 
National Shoe Fair in Chicago Last Month 


Above: This display of whites by the Wm. H. Block Company, 
Indianapolis, was awarded first prize in the men’s division. 


Left: The Ansonia Bootery in New York was first prize 
winner in the women’s field with this novel and attrac- 
tive display in which shoes were shown in glass bubbles 
supposedly arising from champagne glass in the center. 


Above: Second prize in the men’s field was awarded to 
the Potter Shoe Company, Cincinnati, Ohio, for this 
simple but attractive display of men’s Fall shoes. 


Above: The new Park-Brannock store at Syracuse, N. Y., was 
awarded second prize in the women’s division for this display. 


Above: Husch Bros., Inc. St. Paul, Minn., was judged 
third prize winner in the women’s field for this window. 


: Albert Steinfeld & Co., Tucson, Ariz., was given 

prize for this display of men’s country shoes which 

and aitractively carried out the Fall idea with 
the large football game blowup. 





A commodity is judged by th 


Castle's cru 


Maracain, New 
of consistent an 
turers of this country. Those 
permission to use their names 


Kid. 
Brown Shoe Company 
Carmo Shoe Mfg. Company 
w. B. Coon Company, !nc- 
Colella Milano 
. Company 
Andrew Geller Shoe Mfg- Co Inc. 
Gold Seal Shoe Corp- 
The H. C. Godman Company 
Gregory & Read Company 
Horn & Short 
Johansen Bros. Shoe Company 
julion & Kokenge Company 
Keith, Keith & McCain 
The Krippendorf-Dittmann 
Company 
eadows & Stewart, 


d continued use 
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by outstanding shoe m 
listed below have given us specific 
in endorsement of white Maracain 


Paramount Shoe Mfg- Company 
plaut-Butler, Inc: 
Rice-O' Neill Shoe Company 
Rosenthal & Doucette. 
Louis H. Salvage Shoe Company 
The Selby Shoe Company 
C. B. Slater Company 
Schwartz & Benjamin, Inc. 

- 6, Edwin Smith Shoe 


Spalsbury. Steis & Deevers Shoe 
Company 


Stone Shoe Company: Inc. 

Tweedie Footweor Corp- 

The United States Shoe Corp- 
Grossman, Inc. 


Inc. 


Company 
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ONE REASON WHY 


ro-tek-tiv Shoes 


help normal feet grow normally 


THE LAST IS FIRST 


{ No shoe can fit better than the wood over which it is made. 


{| Pro-tek-tiv lasts have two distinct measurements for each size run 
instead of the customary one (about a four year growth of the 
foot). 


{ The two gradings in each size run have two heel heights and two 
arch heights. For example, one grading for sizes 12!/2 to | and a 
different grading for the upper sizes !'/2 to 3. 


{ Each last has a slight raise just in front of where the heel bone 
rests and continues forward on the inside along the arch. 


{ Each last is designed to permit an inside wedge heel, and all Pro- 
tek-tiv shoes have them to provide for possible pronation. 


{ Note the full room at the sole line for the bottom of the foot to 
rest easily and comfortably. 


{i In every Pro-tek-tiv last the important metatarsal points are placed 
in their proper position. This varies according to size and width. 


1 THAT'S WHY Pro-tek-tiv shoes are the only shoes in the country 
which offer opportunities for fitting every type of juvenile foot. 


THE WHOLE STORY is told by actual photographs and 
descriptions in our new book “The Shoes of To-morrow—To- 
day." It illustrates also all Pro-tek-tiv shoes carried in stock. 
If you want your customers to be served with shoes that 
c + be duplicated, and to be shown WHY they cannot, 
send for this book. 





PENNSYLVANIA 





Paris Sets the Pace 


[CONTINUED FROM PAGE 24] 


Among the resort and beach sandals 
launched in dressmakers’ collections, 
is Maggy Rouff’s embroidered sandal 
from Enzel. This is worked in multi- 
colored raffias on linen ground, and 
highlighted throughout the pattern 
with clusters of bright tinsel colored 
paillettes. Beneath the embroidery is 
a thick wooden sole. 

Soles with corrugated bottoms are 
seen, as the Maggy Rouff model in light 
luggage tan velvet calf. Schiaparelli 
shows a corrugated-sole style in striped 
blue and white linen, with high or mon- 


tant front. Entirely of cork is her 
beach sandal, with the ankle fastener 
clamped around. Even the thin pliable 


Looks for Sharp Business 
Upturn 


sides of this are cork. 

Creed’s models in shoes are in keep- 
ing with his meticulously tailored, 
smartly styled collection. One model 
in black box calf is antelope edged and 
somewhat high on the ankle. Others 
are “Scotch” and “Norwegian” styles 
showing color contrast for sports wear. 
These are Daliet-Grand creations. 

Another couturier showing specially 
designed footwear is Jean Patou, and 
Vionnet’s models are as usual created 
by Netch and Frater. 


Sr. Louis, Mo—John F. Lottes of 
Perryville, Mo., president of the Amer- 
ican Retailers’ Association stated in 
an interview at the semi-annual con- 
vention of the association at the Hotel 
Jefferson here that he looked for a 
sharp upturn in shoe business this 
Spring and believed that Spring sales 
for 19389 would surpass those of 1938. 
He said that he expected that shoe 
retailers would be buying in larger 
quantities for Spring sales. 
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THIS WEEK 


IN THE SHOE TRADE 


Saturday, February 25, 1939 


National News 





44 Per Cent Markup or Quit Business 





Increased Costs of Retailing Make That Percentage the 
Irreducible Minimum, Mittelman Tells N. Y. Merchants 


Syracuse, N. Y.—From fashions to 
employee problems was the range of 
discussion at the midwinter meeting of 
the board of directors of the New York 
State Shoe Retailers Association in 
Hotel Syracuse, Monday, Feb. 20. An 
optimistic note was given for the in- 
dustry in the discussion of Spring 
styles for women. As dresses will be 
from three to seven inches shorter than 
at present, shoes will be displayed more 
prominently and the public will be- 
come more shoe-conscious. 

Stock control and budget buying on 
a basis of four seasonal buying periods 
a@ year were advocated as a planned 
system of averting excessive inven- 
tories and providing available capital 
for purchasing new styles that may 
suddenly become popular. 

These phases of business were in- 
dorsed by the 35 directors at a dis- 
cussion meeting at which Leslie Gard- 
ner of Oneonta, president of the asso- 
ciation, presided after a luncheon ses- 
sion. 

The seasonal buying periods were 
outlined in a forum led by Harry 
Ehrenpries, buyer for Flah and Com- 
pany, Inc., of Syracuse, and the control 
of inventories and other phases of a 
program of ways and means to increase 
business for 1939 were posed by M. A. 
Mittelman of Goetz-Mittelman, Inc., of 
Detroit, Mich., in a prepared address 
read by Harry A. Chase of Rochester, 
secretary of the association. 

Style changes are becoming more 
rapid than in the past, the retailers 
agreed. The seasonal buying periods 
were recommended as follows: Jan. 1 
to March 10, patent leathers, open toes 
and largely open quarters or backs. 

March 10 to Easter, colors will be- 
gin to appear more prominently at that 


time with japonica, wines, tan shadings, 
cranberry, terra cotta, new clay and 
fresh earth among the more prominent 
shades. 

Also appearing at that time will be 
meshes in tan or black effects with 
colored trimmings running to tan, blue 
and cranberry shades. 

The vogue of wooden sole shoes, cur- 
rently adopted by high school and col- 
lege girls, and platform styles with 
soles ranging from one to three inches 
in thickness were recognized as fads 
with only temporary popularity. 

April 30 to June 15, dealers should 
begin pushing the sale of white shoes. 
About 30 per cent will be all while, 
30 per cent white and combination, 
and the remainder will be trims of 
dark blue, white and japonica. 

The fourth buying period, beginning 
June 15 should emphasize white shoes 
with about 60 per cent solid white, 30 
per cent combinations, and 10 per 
cent varied with sport shoes and 
sandals receiving more consideration. 
The men’s shoes for Summer will be 
about 40 per cent solid white, 40 per 
cent tan and white, and 20. per cent 
varied. 

Mr. Mittelman covered many phases 
of the trade in his manuscript. First 
stressing the importance of adequate 
control of stocks to avoid excess in- 
ventories, he cited the need for a 
proper budget set-up with sufficient 
reserve to leave an opening to buy new 
styles that become popular. 

He warned against handling too 
many price lines, buying from too many 
concerns, and trying to compete with 
every ‘price and type of store rather 
than deciding on a policy and price of 
their own. 

[TURN TO PAGE 46, PLEASE] 


Allied Shoe Products 
and Style Exhibit 


New YorkK—Late in March, when 
shoe manufacturers and style men will 
be thinking about forming their own 
lines for the next Fall season, New 
York will be the Mecca for the mem- 
bers of the shoe industry in quest of 
new styles and new products of a style 
nature. 

One of the focal points at that time 
will be the Allied Shoe Products and 
Style Exhibit which will hold forth in 
the Belmont Plaza Hotel, beginning 
Sunday, March 26, and continuing on 
to Tuesday, March 28. 

The Allied Show has the indorse- 
ment of a number of leading shoe man- 
ufacturers as a source of inspiration 
for building up their own lines. At the 
coming Allied Exhibit the Fall season 
for new styles, products and ideas will 
be officially launched to the trade. Here 
the manufacturers and style men will 
be afforded the opportunity of inspect- 
ing in one compact group the various 
items that they may require in forming 
their own lines for next Fall. 

According to A. C. Reuter, director, 
many previous exhibitors have already 
arranged to participate for the next 
show. With an improved business out- 
look and with a much better feeling 
prevailing than last year, all indica- 
tions point to a greater show than ever 
before. 

The Allied Shoe Products and Stlye 
Exhibit maintains headquarters in 
Room 425, Marbridge Building, New 
York City. 


Berkeley Shoe Co. to Reopen 


LowELL, Mass.— Plans were an- 
nounced Feb. 14 for the reopening of 
the Berkeley Shoe Company, Jackson 
Street, with the eventual employment 
of 400 shoe workers. Production of 
Spring shoes will be started in the near 
future. The plant was closed last Fall. 





43, 288,000 


CUSTOMERS 


43 new styles were added to our line for 
Spring and Summer. We now offer you a 
balanced stock of Junior Footwear for all 
ages from 6 months to 15 years. A shoe for 
every purpose in a child’s normal active life 
—party, play and orthopedic. 

Our national advertising campaign this 
Spring will reach 43,288,000 readers in 
every section of the country consistently 
right through your peak selling period. 

If you did not receive a catalog, write for 
a copy today. 


J. EDWARDS & COMPANY 
314 North 12th Street, Philadelphia, Pa. 





BOOT anno SHOE RECORDER, February 25, 1939 
Sell Your Salespeople 


And Tell Them How 
to Sell Your Shoes! 


by Merrey H. Feldman 


A LONG time ago somebody said, “Build a_ better 
mousetrap and the world will beat a path to your 
door.” Well, forget it! 

In today’s hectic maelstrom of selling, if the retailer 
isn’t equipped to glamorize, dramatize, and practically 
make his goods talk, he finds himself left with little 
more than a neat supply of mousetraps, and when this 
reasoning is applied to the retail shoe store, can you 
think of any factor more instrumental in performing 
this purpose than your salesman? He is the last 
most conclusive link in the moving of goods, and in 
turn the ringing of the register. 

Purchases for the current season have practically 
been completed. The wisest move, in the opinion of 
this writer, would be to inform the man who sells 
the shoes why specific purchases were made, the pur- 
pose of those purchases, and the ultimate place of these 
goods in the current style picture. 

From an objective viewpoint, it seems that so many 
retailers are vain enough to believe that shoes will 
sell merely because they’ve been ordered; the buying 
of particular stocks has given that merchandise a re- 
sale value. Of course, there’s more to it than this, and 
the man on the floor ought to know why. 

Dramatizing your merchandise, your advertising and 
your display is not enough. How many of us have 
considered dramatization of the sales presentation? 
The important relationship of pattern, material, and 
color to the style kaleidoscope is information which 
should be available to every shoe salesman in your 
store, because the customer of today is a more in- 
formed buyer than at any time in our retailing experi- 
ence. Easier and more conclusive selling can result 
from tying up the fitting of shoes with all the prepara- 
tory work of buying and merchandising, as well as 
displaying the goods. 

“Selling the salesman” will inevitably be reflected 
in the selling of the customer. This writer has seen 
instances where supposedly “style-right” merchandise 
stayed on the shelves merely because the man on the 
floor, for some reason or other, thought the goods 
were “not so hot.” The P.M. was the proving test for 
the statement just made, because it gave the men an 
incentive to show the shoes. When presented a sufficient 
number of times the merchandise sold. Some merchants 
have even gone so far as to P.M. new goods in order to 
start them moving. To this observer such “shot in the 


arm” merchandising is as unnatural as the implication 


contained in the expression. 
When men have a genuine reason for presenting the 


[TURN TO PACE 41, PLEASE] 
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DATES TO REMEMBER 


Monthly Shoe Buyers Days, Chicago 
Shoe Travelers’ Assn., Hoiel Morri- 
son, Chicago, Ill... February 27, 28, 1939 

Buffalo Shoe Style Show, Hotel 
Statler, Buffalo, N. Y...March 5, 6, 1939 

Official Opening of American Leathers 
and Style Conference for Fall, 1939, 
Waldorf-Astoria Hotel, New York 

March 27, 28, 1939 

Fall Opening Shoe Fashion Guild of 

America, Hotel Biltmore, New York 
May 9, 10, 1939 

Annual Convention, Illinois Shoe Re- 
tailers and Shoe Travelers, Pere 
Marquette Hotel, Peoria, Ill. 

2 May 21, 22, 1939 

Southwestern Shoe Travelers Associa- 
tion Style Show and Market Season, 
Adolphus Hotel, Dallas, Texas 

May 28, 29, 30, 31, 1939 

Midwest Shoe Fair, Netherland Plaza 

Hotel, Cincinnati, Ohio 
June 11, 12, 13, 1939 

Iowa Shoe Travelers Association Con- 
vention and Style Show, Des Moines, 
Iowa June 11, 12, 13, 1939 

Annual Convention, California Shoe 
Retailers Association, Hotel Bilt- 
more, Los Angeles, Calif. 

June 12, 13, 14, 1939 

Annual Convention, Wisconsin Shoe 
Retailers’ Association, Plankinton 
Hotel, Milwaukee, Wis. 

i June 18, 19, 20, 1939 

Michigan Summer Shoe Fair, Pant- 
lind Hotel, Grand Rapids, Mich. 

June 25, 26, 27, 1939 

Pennsylvania Shoe Travelers Associa- 
tion Tri-State Shoe Mart, William 
Penn Hotel, Pittsburgh, Pa. 

: July 9, 10, 11, 1939 

National Industrial Stores Associa- 
tion Convention, Lord Baltimore 
Hotel, Baltimore, Md. - 

July 24, 25, 26, 1939 

Official Opening of American Leathers 
and Style Conference for Spring, 
1940, Waldorf-Astoria Hotel, New 

rk September 18, 19, 1939 





Roy Fisher Joins 
Mitchell & Pierson 


PHILADELPHIA, Pa.—C. Roy Fisher 
has recently joined the staff of Mitchell 
& Pierson, Inc., this city, manufacturers 
of glazed kid. Mr. Fisher will represent 
the company in the New York State 
territory, making his headquarters at 
Rochester, N. Y. 


Lima Cord Elects 


Lima, OHIO—At a meeting of the 
stockholders of The Lima Cord Sole 
and Heel Company, held February 14, 
all of the directors of the company were 
reelected. Following the stockholders’ 
meeting, the directors met and elected 
officers as follows: President and trea- 
surer, Fred W. Cook; vice-president 
and general manager, Alfred A. Curtis. 


Douglas Shoe to Exhibit 
at World’s Fair 


Brockton, Mass.—One of the most 
interesting exhibits at the New York 
World’s Fair is being planned by the 


yes 


—Drew ARCH REST suoes 
Do Fit Perfectly 


Leading merchants everywhere who feature DREW 
ARCH REST and FOOT FRIEND Shoes are loud in 
their praise, because the Shoes Do Fit Perfectly. 


The secret of good fitting shoes, is “good wood" and 
to have good wood, or “lasts”, you need personality 
reflected in the last itself. Ninety per cent of Drew's 
lasts are new and modern. They are worked out with 
exclusive features, not found in any other factory. 
Every last is designed with special ts, “re- 
duced heel fitting,” which guarantees a snug-hugging 
support at the heel—no slipping, no gapping, yet the 
forepart is designed for “foot freedom," allowing com- 
plete circulation of the blood into every toe and into 
every joint. 








Many doctors of Podiatry have learned that Drew's 
lasts are orthopedically correct and prescribe DREW 


to $7.75. 


St., New York, N. Y. 
N. J. Levy, Manoger 


Room 752, Chicago, iil.’ 
Barney Coens, Representative 





ARCH REST Shoes for their patients. 
Most styles priced at $3.90, retailing from $6.75 


New York Office:—Room 743 Marbridge Bidg., 47 W. 34th 


Chicage Sample Room:—Morrison Hotel, 


Beautifully Tailored Lightweight Welts 


CLIFTO 





RCH ep 
Drow Purest e re 





W. L. Douglas Shoe Company, Brock- 
ton. The Douglas exhibit is centered 
around their men’s shoes, and will ap- 
pear in the building “MAN — His 
Clothes—His Sports.” 

A special attraction of this building 
is a large sports arena in which vari- 
ous sporting events will be conducted 
each day with prominent persons in 
the field of sports acting as masters of 
ceremonies. More than five million vis- 
itors are expected. 

The building “MAN” is under the 
sponsorship of the Men’s Apparel 
Quality Guild, and exhibitors were se- 
lected by the Guild because of their 
outstanding position in their respective 
fields. Their names are familiar to 
everyone, and a list of exhibitors would 


resemble a page taken from “Who’s 
Who” in the men’s apparel industry. 

Featured in the Douglas exhibit will 
be the famed “Wheel That Walks,” a 
shoe-testing machine developed by the 
United States Bureau of Standards and 
used in the Douglas Shoe laboratory 
at Brockton. The actual machine will 
be in operation at the fair as a demon- 
stration of one of the methods used by 
the Douglas Company to insure the 
quality of their men’s shoes. Other test- 
ing machines used by the company will 
also be shown. 

The World’s Fair and the Douglas 
exhibit will form the basis of the early 
Spring promotions. Window displays 
and supplemental material are now 
being forwarded to dealers. 





Let Nu-Matic FLEX-POISE Shoes bring 


you new me: 
extra 


of ordinary shoes . 


* Short Back-Part Last to prevent gapping and slipping. 
* Extra Toe Spring to prevent unnecessary wrinkles over vamp. 
* Outfiair Wide Tread Last providing full toot freedom. 








ROHN SHOE MANUFACTURING CO 
I REET 


FLORIDA ST 





sales .... and extra profits 
because they offer extra style and heal 
construction features at the same price 
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TALKING WINDOWS START THE SALE 





E SALE 


and 


Recorder Show Cards 
promote your store service! 


They equalize the prestige 
of manufacturers’ cards 


window shoppers that it is 
you they actually do busi- 
ness with. 


signs by reminding 





OS ...- 


. Start in Today! 








SPECIAL 
DGED HEEL 











Samples on request to show you 
how they effectively give you a new 
color trim each month. 


Merchants Service Dept. 


BOOT AND SHOE RECORDER 
209 S. State St., Chicago, Ill. 
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O’Donnell Shoe Company 
To Carry On 


HumbBoipT, TENN.—In a letter ad- 
dressed “to the loyal customers of the 
O’Donnell Shoe Company,” announcing 
with sorrow the passing of W. M. 
O’Donnell, president and founder of 
the company, whose death occurred 
February 3, it was stated that the 
company will carry on without inter- 
ruption as heretofore, maintaining the 
same personnel and policy, this having 
been the wish of Mr. O’Donnell. 

“Our loss is great,” said the letter, 
“for he was an able leader who success- 
fully guided the destinies of his com- 
pany for more than thirty years. He 
was a true friend, a man revered by all 
who felt the charm of his pleasing per- 
sonality. 

“We feel that he has passed the torch 
on to us to hold high, for we know that 
it was his fondest wish that his com- 
pany should live on after him. While 
we shall greatly miss his knowledge 
and judgment, we will do our best to 
live up to the high standard he has set 
for us.” 


Case Named Shoe Manager 


OKLAHOMA CiTty—Don P. Case, for- 
merly of Topeka, Kan., is new manager 
of John A. Brown’s basement shoe de- 
partment. 


Haskins Named Joyce, Inc., 
Production Manager 


PASADENA, CALIF.—Sam Haskins has 
recently been appointed to the office of 
production manager of Joyce, Inc., Pas- 
adena. 


SAM HASKINS 


From the University of California, 
where he was a member of the class 


of 1929, he went into the brokerage bus- 
iness, but decided in 1933 that he pre- 
ferred “Cool-ees” and “Cozettes” to 
“bulls” and “bears.” 

His first job, at what was then the 
Pasadena Slipper Co., was shipping 
clerk; as a matter of fact, he was the 
entire packing and shipping depart- 
ment. As the business grew, he became 
head of the purchasing department and 
for a time traveled throughout the 
West for the firm. 

Having done practically everything 
in the business, except actually make 
the shoes, Mr. Haskins is well quali- 
fied for this position of vice-president 
and production manager, and is putting 
the plant on a production schedule that 
he guarantees will maintain quality and 
insure prompt deliveries. 


Novel Display Draws Crowds 


TULSA, OKLA.—Brown-Dunkin’s shoe 
buyer used a window display in demon- 
stration of the new styles in Spring 
shoes that had local crowds gathered 
about his window. 

A model, to all appearances mechan- 
ical, which wriggled her toes when 
shoes were changed and then proceeded 
to move her limbs to- any desired posi- 
tion, even to the crossing of legs, drew 
the attention of every passerby. 

Store staged this attraction as its 
display feature in connection with the 
annual teachers’ convention then in 
session. 
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To the Loyal Customers of the 
O’DONNELL SHOE COMPANY 


It is with sorrow that we inform the trade that Mr. W. M. 
O'Donnell, our beloved president and founder of our Com- 
pany, passed away on February 3, 1939. 


Our loss is great, for he was an able leader who success- 
fully guided the destinies of his Company for more than 
thirty years. He was a true friend, a man revered by all 
who felt the charm of his pleasing personality. 


We feel that he has passed the torch on to us to hold high, 
for we know that it was his fondest wish that his Company 
should live on after him. While we shall greatly miss his 
knowledge and judgment, we will do our best to live up 
to the high standard he has set for us. 


You, our friends, should be the first to know that the 
O'Donnell Shoe Company will carry on, maintaining the 
same personnel, the same policy that has won for our Com- 
pany the confidence of America’s finest Shoe and Depart- 
ment Stores. 


Your patronage during all these years has been greatly 
appreciated, and we hope that our pledge to redouble our 
efforts will continue to merit your confidence and support. 


O'DONNELL SHOE COMPANY 


HUMBOLT . . . TENNESSEE MR. WILLIAM O'DONNELL 











Sea-Goin’ Shoes 


[CONTINUED FROM PAGE 14] 


Don’t you believe it! As much, if not 
more, care is expended on the choice 
of a play wardrobe as is given to the 
most glamorous party at the swankiest 
night club. 

Sunsuits of awning stripes, denim 
slacks, printed linens in every hue of 
the rainbow, and Matletex bathing suits 
of an unbelievable gayety are ranged 
alongside each other for the whole 
dizzy round from sunrise to sundown. 

The blue Pacific looks bluer than ever 
to Constance Moore, just finished with 
an acting stunt in Universal’s “You 
Can’t Cheat an Honest Man,” the W. 
C. Fields, Edgar Bergen and Charlie 
McCarthy starrer. One of her most at- 
tractive play costumes was a white 
flannel slack suit. She cleverly added 
a filip of color by choosing a French 
blue Shetland wool sweater, and sported 
the trickiest play sandals yet seen this 
season. They were of white linen, open 
toe and heel, the platform sole made 
of a navy blue and white bandanna, 
and tied across the instep with match- 
ing bandanna bows. 

Bill Lundigan extended a unique in- 
vitation to Dorothy Arnold and Fran- 
ces Robinson on his day off from play- 
ing a lead in the latest Deanna Durbin 
picture, “Three Smart Girls Grow Up.” 


“Come along and help me polish 
brass,” said the handsome Bill. 

“Try and stop us,” answered the two 
Universal lovelies. 

So to his boat at Laguna the gals 
went, and set the pace for what the 
well-dressed girl will wear for polish- 
ing brass this season. 

Frances wore royal blue flannel 
shorts with a Roman stripe silk blouse. 
Dorothy Arnold, after a lengthy confer- 
ence with herself, decided on a sunsuit 
of blue and white awning stripes, with 
blue and white linen sandals. 

For the later dip in the ocean Dor- 
othy provided a bathing suit of Matle- 
tex which reflected the proper nautical 
note of the afternoon—white anchors, 
stars, and ship’s compasses and haw- 
sers on a sea-blue ground. 

If you have never heard of Austral- 
ian sailcloth, be advised that it makes 
the most attractive suit for deep sea 
fishing. Dorothy Arnold has one. Long 
trousers which tie around the ankles, a 
windbreaker hug-me-tight lined with 
green and black striped cloth, and on 
top of, that a three-quarter length coat 
also lined with the striped cloth and 
@ visored cap with a shield to protect 
the back of the neck from the sun and 


spray. The whole business is properly 
waterproofed. 

What with the season’s attractions 
in weather, sports, and the array of 
lovely clothes to play them in, it’s a 
hard business these days for a shoe- 
maker to stick to his last. 


[CONTINUED FROM PAGE 15] 


Color next: brilliant shades to out- 
shine the sun . . . colors culled from the 
sea and sky and sands of California. 
Nautical shades like deep blue, sky, 
surf, sand (and navy, of course), com- 
bined with peasant hues . . . paesano 
red, portygee tan, prawn, citrus, fuch- 
sia and Spanish wine. That old stand- 
by, blue jean, is bedecked with red and 
blue bandannas, and a newcomer, Mon- 
terey print, shows white sails, blue seas, 
green headlands and vistas of vineyards 
with the patres tending the grapes. 

Of course no sailor lass wears heels 
to mar a shining deck! The Cool-ee, 
shown here as the choice for sailing, 
is a shoe flat on the bottom and built 
up inside to support the arch, its cush- 
ioned sole combining comfort and casual 
chic. It may be had with a leather 
bottom or—an innovation this season 
—a thin crepe rubber sole. Those who 
insist upon a heel in spite of masculine 
objections, may have the Double-Deck- 
er. This is just what its name implies, 
and has a half-inch covered cork heel 
attached to its two soles ... guaran- 
teed not to scratch. 
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business. 





Factoring relieves you of all credit risks and losses. 


357 Fourth Avenue 


LYNCHBURG, VA. 


WILLIAM ISELIN & CoO., Inc. 


AN ORDERLY FINANCIAL PROGRAM 


Operating a shoe factory in this day of quick changes 
is a complex business. 


Factoring makes simple the financing of a complex 


Factoring puts your business on a cash basis—no 
money tied up in accounts receivable. You concen- 
trate on production and selling with the ability to get 
money when most useful. 


Branch Offices 
GRAND RAPIDS, MICH. 


Selling Agents of Shoes, 
Leather and Allied Products. 


NEW YORK 


LOS ANGELES, CAL. 


for Manufacturers and 


























Shoe Windows 
[CONTINUED FROM PAGE 17] 


bags were shown with orchid, rose, yel- 
lew and lime green gloves, flowers, 
scarfs and hats. Banana colors fol- 
lowed, with shoes, bags and gloves in 
burnt earth and dull yellows. Hats in 
burnt straw were shown here, and the 
whole made a striking effect against 
the pale green of the background. Then 
came Copper Haze—the color of bur- 
nished copper—shown with light and 
dark blues, burnt yellows, rose and blue 


The important feature of this series 
of windows is the central theme— 
leather—of particular interest to the 
shoe man. The series was done with 
restraint, yet it conveyed the gay at- 
mosphere of Spring. 

Altman’s used a small side window 
te promote their Young Colony Shoe 
Shop. A mannequin dressed in a soft 
dressmaker suit in navy was surround- 
ed by shoe boxes on which were shown 


blues and patent leather. This is in- 
ng because of its value in con- 
education—in showing which 

be worn with the 

because of the im- 

Such a 

window goes far in promoting the sale 


of high colors, to be worn as alternates 
with the conventional blue or black 
patent. 

“Spring 1939” was the theme of the 
Kitty Kelly window. Three huge cal- 
endars on the wall presented important 
style points. “Genuine crushed kid,” 
said January; “Claret, a new Spring 
tonic in color,” announced February; 
“Sandals—more ravishing than ever,” 
stated March. Here were the three 
items most important to the customer. 
“What kind of leather surface should 
I buy? What color? What pattern?” 
were all answered simply and authori- 
tatively. 

Color was again the theme of the 
I. Miller window on 34th Street. A large 
pink typewriter stood in one corner. 
On the paper in the machine was the 
legend “Spring 1989 News Release. I 
Miller presents ‘Taffy,’ luscious new 
color to co-star with Terra Rosa!” 
“Taffy” is a light rusty shade—the 
color of molasses candy—and was 
shown in bags, shoes and gloves. Shown 
also in the window were shoes and ac- 
cessories in Terra Rosa, the rosy earthy 
shade popularized by this firm. Flower- 
pots containing white, pink and laven- 
der hyacinths lent a Springlike touch. 

These are only a few instances of 
what can be done with color—and im- 
agination—in creating displays which 
will stop the passerby. This is the 
season which offers the greatest oppor- 
tunities for effective windows—what 


with colorful merchandise, and the 
lighthearted mood of Spring itself. It 
is up to the retailer to take advantage 
of them—and draw more people and 
more profits into his store through effec- 
tive window display. 


Canadian Retailers to Meet 
in Montreal 


MONTREAL, CAN. — The annual con- 
vention of the shoe dealers’ section of 
the Province of Quebec Retail Mer- 
chants’ Association will be held in Mon- 
treal this year, Eugene Corbeil, presi- 
dent, announced at the annual banquet 
of the association at the Club Cana- 
dian, recently. 

The association is planning a very 
active year, Mr. Corbeil stressed, for 
officers are determined to end the prob- 
lem caused by door-to-door canvassing. 
Besides, the organization is planning 
constructive publicity and intends to 
sponsor educational meetings. 

Other speakers at the banquet were 
Rene LaSalle, Louis Daoust and G. 
Romulus LaSalle. Those at the head 
table were: J. G. Renaud, L. Deslau- 
riers, J. Daoust, Paul Lambert, R. 
Blanchet, R. Messier, J. H. Tetreau. 
Fortunat Bleau, D. A. Desilets, R. 
Gravel, J. D. Desrosiers, Antonio Be- 
dard, Jean Brunel, G. A. Lafrenaye, 
Gerard Cing-Mars and J. R. Charbon- 
neau. 
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Sell Your Salespeople 


[CONTINUED FROM PAGE 36] 


shoes they do, a reason based on an acquaintance with 
the style picture, they are completing the important 
cycle of our buying, merchandising, and ultimately, 
the most important factor, our selling. If the fore- 
going sounds a little stale and fundamental, let it be 
remembered that so many of us very easily let funda- 
mentals and basic business precepts take their own 
course. If any reader questions this analysis, let him 
approach the next customer that comes into his store, 
if for no other reason than to realize how far he’s 
drifted from the basic selling procedure. 

Writing about business in generalities is a dangerous 
and evasive technique. The following methods, indi- 
vidually or collectively, can be used for carrying out 
the foregoing ideas, namely, giving the man on the 
floor sales-provoking material for his presentation: 


1. THE SALES MEETING 

This method, most commonly employed in the retail 
store, is, for the most part, used for discussion of 
selling technique and fundamentals, along with cor- 
rections and suggestions concerning organizational pol- 
icy. It can very readily become an augmented source 
of style information, merchandise analysis, and adver- 
tising tie-up. In this way, the sales talk can be linked 
indelibly with all the basic preparations which have 
been made for moving the merchandise. The meeting 
can also be employed for particular-store forecasting, 
as concerns the style picture. 
2. REPRINTS OF ADVERTISEMENTS 

Salesmen should be very well acquainted with every 
ad relating to their store. 


3. TIMELY STYLE BULLETINS 

The buying and merchandising end can convey a 
picture of the merchandise coming in, and its place 
in the selling program. This, naturally, is for the pur- 
pose of having advance “dope” in the hands of the 
salespeople, and facilitating the presentation when 
goods arrive. 
4. ALLIED APPAREL INFORMATION 

Because shoes are an accessory to the basic costume, 
it is especially important that the relationship of cur- 
rent modes and materials to the fundamental wardrobe 
be presented. With the exception of department stores, 
the man on the floor has very little access to data of 
this nature. It should be made available to him. De- 
spite the fact that women are, for the most part, in- 
formed as to the style picture, many of them look to 
the salesman for guidance in choice of accessories. 


5. TRADE PAPERS AND PERTINENT READING 

MATERIAL 
This particular point does not demand a great 
[TURN TO PAGE 51, PLEASE] 








THE 
FOUR EXCLUSIVE 
WRIGHT 
ARCH PRESERVER 
FEATURES 


1 Permanently anchored 
steel arch bridge. 


2 Scientific metatarsal 
elevation. 
3 Exact beel to ball fit. 
4 Non-curving, absolute- 
by flat-crosswise 
forepart. 


HOW EACH HELPS 


1 Prevents and relieves 
long arch sag. 


2 Presents apd velioves 
metatarsal let-down. 


3 Gives accurate arch fit. 
Prevents ren events slip 


Prevents cramping of 
4 bones, nerves, 7 


ctrculation. 





Look at these beautifully 
styled Wright Arch Pre- 
server Shoes. How smartly 
they house foot-health and 
comfort! And howtheir fine 
workmanship and leathers 
increase their sales appeal. 
These smartly built $10 
sport models include four 
exclusive Wright Arch Pre- 
server foot health and relief 
features. Typical of many 
sport and golf styles for 
varying tastes at $10 and 
$12, they have the irresisti- 

ble sales pull of grand com- 
fort plus maximum style. 


E. T. Wright & Co., Inc. Rockland, Mass. 
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Women's Shoes 


~~ + 


Ta biggest 
doe blog sth pated tine adel 


SAKS has ic IN-STOCK 
mo slipping © - 
MO Ga party 7 
a0 “biling” =» 





Made on perfectly-fitting, special pump lasts 
Flexible Sbiceas. 


aman $2.40 
M. J. SAKS SHOE CORP. 152 Duane St., N.Y.C. 
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Dancing Shoes and Taps 
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*LEXIBLE TAP DANCING SHOES | 


- 
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Cblidrea’s B-C-844-1! 


Owens Suoe Co. 





Connolly Shoe Provides 
Hospital Service for Employes 


STILLWATER, MINN.—On Feb. 1, 1939, 
the Connolly Shoe Co., Stillwater, made 
its factory and office employees a gift 
of hospital service protection by taking 
out for each one a membership in the 
Minnesota Hospital Service Association. 

This is a non-profit, hospital-owned 
and operated plan which provides al- 
most complete protection for a sub- 
seriber and 50 per cent protection for 
dependents. The Minnesota plan is the 
second largest in the country and is 
approved by the American Hospital As- 
sociation in Chicago. 

The company pays $9 per year per 
employee for the protection of its em- 
ployees, and each employee is entitled 
to obtain 50 per cent protection for his 
or her dependents by contributing an 
additional $3 or $4 per year for these 
dependents. This $3 or $4 contribution 
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Shoe Production Gains 
in December 


PRODUCTION OF BOOTS, SHOES, AND 
SUPPERS, OTHER THAN RUBBER 








elaleTeTelelalalel | 
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Washington, D. C.—Latest figures on 
shoe production in December, 1938, re- 
leased by the Bureau of the Census, 
Department of Commerce, indicates an 
increase of 0.8 per cent over November, 
1938, and of 42.5 per cent over Decem- 
ber, 1937. 

Comparisons by classes are as foliows: 

Men’s dress shoes, a decrease of 113.- 
379 pairs from November, 1938, and an 
increase of 1,607,059 pairs over the cor- 
responding month in 1937. 

Men’s work shoes, a decrease of 78, 
154 pairs from November, 1938, but an 
increase of 791,710 pairs from Decem- 
bere, 1937. 

Women’s shoes showed an increase of 
2,087,449 pairs from its preceding 
month last year and an increase of 2,- 
578,036 pairs from December, 1937. 

Youths’ and boys’ shoes showed a de- 
crease of 123,492 pairs from its preced- 
ing month and an increase of 381,608 
a from the corresponding month in 


Misses’ and children’s shoes showed 
an increae of 294,191 pairs and 1,280.- 
275 pairs respectively. 

Infants’ shoes showed a decrease of 
96,209 pairs from November, 1938, and 
an increase of 566,266 pairs from De- 
cember, 1937. 





by an employee covers all of his de- 
pendents. 

C. F. Englin, general manager of 
the Connolly Shoe Co. when his firm 
decided to pay for this protection for 
their employees, stated: “We felt that 
this service was one which none of our 
employees could afford to be without. 
Too many persons in the past have felt 
the pinch of want because unexpected 
hospitalization has disrupted the family 
budget. To guard against this and to 
insure better health for our employees 
and their families, and to relieve them 
of the worry attendant on unexpected 
hospitalization, we decided to pay for 
this service ourselves. We feel that it 
will be well worth the cost to our com- 
pany.” 


Store in New Location 


Sr. Louis, Mo.—A shop operated by 
the Dr. Reed Cushion Shoe Stores, for- 





Mrs. Day’s “IDEAL” 


These are little shoes, but they carry 
the biggest name in the baby shoe 
business — “Mrs. Day's Ideal.” The 
reputation of this name is known to 
mothers of two generations and is 
a prime asset to the many far- 
sighted children's shoe retailers who 
use Ideal Flexible Hard soles (3-8) 
as their juvenile foundation line 


MRS. DAY'S 
IDEAL BABY SHOE 
OANVERS, MASS. 


co 


merly at 219 North Ninth Street, was 
moved recently to 321 North Tenth 
Street, in quarters with the Lambert 
Shoe Store, Inc. The combined stores 
will be under the supervision of Ernest 
Bashford. 


H. E. Williams Named to 
Rice-O-Neill Board 


Str. Louis, Mo.—Harry E. Williams, 
style and pattern man at the Rice-O- 
Neill Shoe Company, was _ recently 
named to the Board of Directors of 
that company at their annual meeting. 

Mr. Williams has been with the com- 
pany for more than ten years. Prior 
to that he was with the Dunbar Pattern 
Company. 


Planning Committee for South 
Atlantic Shoe Show Meets 


CHARLOTTE, N. C.—Plans for com- 
pleting the organization of the South 
Atlantic Shoe Show were discussed at a 
luncheon held here, on Thursday after- 
noon, February 9, at the Chamber of 
Commerce. Roger Williams presided 
over the meeting, which was attended 
by twenty representatives of manufac- 
turers, wholesalers and retail stores. 
Election of officers for a permanent or- 
ganization of shoe men and the final 
selection of a date for the proposed 
show were postponed, however, until a 
later date. 
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Durakalf 


Reskraf 


Look for These Products 
When Buying Shoes 





BETTER 


When Durakalf is used as vamp and quarter lining, 
you may be sure they’re better shoes. The leather-like 
feel and appearance . . . the richness of grain . . . the 
long-lasting beauty of this modern lining proclaim a 
shoe that will more than satisfy your trade. 


RESKRAF is the long life, better sock lining which 
gives quality appearance to medium and low price 
shoes .. . adds to value . . . makes a better shoe. 


RESPRO INC. 


Cranston, Rhode Island, U. S. A. 


SHOES 








Shoe Travelers Hold Annual Meeting 





Joseph H. Goldstein Succeeds Paul S. Lippincott as President 
of Philadelphia Shoe Travelers Association 


PHILADELPHIA, Pa.— The annual 
meeting and election of officers of the 
Philadelphia Shoe Travelers’ Associa- 
tion was held on Saturday, February 
18, at the Hotel Adelphia, in this city. 

The meeting was preceded by a most 
enjoyable luncheon and musical enter- 
tainment, including the singing of 
choruses, which brought out the fact 
that there is a considerable number 
of musical as well as persuasive voices 
in the membership. In consequence of 
which and as interpolated in the pro- 
gram, solos were rendered by Messrs. 
Sidney Horowitz, Frank Fitzpatrick 
and others. 

Following the luncheon, the meeting 
was called to order by President Pau! 
S. Lippincott and the minutes of the 
previous meeting, meetings of the 
Board of Governors and correspondence 
were read by O. J. Paden, secretary, 
and considered by the members. 

Considerable discussion developed 
about the proposition of advocating a 
standard form of contract for all shoe 
salesmen, which resulted in the ap- 
pointment of a committee to give fur- 
ther thought to the matter. While it 
was pointed out that certain situations 
arise in which present general practice 
operates to the detriment of the sales- 
man, it was the universal opinion of 
the members present that while condi- 
tions calculated to overcome these 
might be incorporated in such a stand- 
ard form of contract, anything that 
would remotely approach even a sug- 
gestion of collective bargaining would 
be contrary to the interests of sales- 
man and employer alike. since selling 
is, perhaps, the most individualistic of 
all forms of employment, and by its 
nature impossible to group and regu- 
late in mass. To increase the present 


membership of the organization was 
another subject taken up, it being 
pointed out that while the present mem- 
bership is representative of the in- 
dustry, there were many traveling men 
connected with local houses, and those 
resident here but representing houses 
located elsewhere, who should logically 
be included in the membership. 

The election of officers, the last item 
on the business program, resulted in 





Co-ordinated Design 


One of a series of windows by Saks- 
Fifth Avenue based on the three hun- 
dredth anniversary of Louis XIV, the 
“Sun King” of France, and featuring 
the Sun Gold silk print promotion. In 
this window the sun motif is carried out 
in the treatment of the shirred bodice of 
the dress, the design of the print, the 
circular brim of the big hat and even in 
the decorative cutouts on the airy Sum- 
mer sandals. 


the election of Joseph H. Goldstein, 
president; Frank G. Mirra, vice-presi- 
dent; O. J. Paden, secretary-treasurer, 
and Paul S. Lippincott, the retiring 
president, to a place on the Board of 
Governors. 

Mr. Goldstein, after expressing his 
appreciation for the honor of the elec- 
tion, stated that his efforts would be 
toward increasing membership and in- 
creasing the scope of the activities of 
the association. He appointed as chair- 
men of the various standing committees 
—Frank Mirra, membership Frank Ob- 
erfield, employment; Sidney Horowitz, 
entertainment; Edgar Scattergood, leg- 
islative, and W. A. Tomkins, trades 
cooperative. 


Purchases Partner’s Interest 


in Store 


Las VeEcas, N. M.—After being a 
member of the firm of Hedgecock & Guy 
for the past 18 years, U. Leon Guy has 
purchased the interest of C. V. Hedg- 
cock in the store and will carry on the 
business alone under the name of Guy’s 
Airwalk Shoe Store. 

The business will be maintained at 
the same address, 614 Douglas Avenue, 
which was selected by Mr. Hedgcock 
36 years ago, as well as the successful 
policies previously followed by Hedg- 
cock & Guy. In addition to the staple 
shoes which have always been carried, 
Mr. Guy has added a line of nationally- 
advertised footwear for women and 
will concentrate his efforts towards 
grading up in all departments and add- 
ing a larger variety of styles and sizes 
in men’s, women’s and children’s shoes 
so as to increase volume. 


Marvin Ross Transferred 


Cuicaco Heicuts, Int.— Marvin 
Ross, former manager of the R & S 
shoe store, here, has been transferred 
to the Blue Island R & S shoe store at 
13004 Western Avenue. 





TO 
BUY 


Carton Labels 


LA BELS 


TOLMAN: DAVIDSON 


ADVERTISING PRESS 
+ E LA 











J. W. Smith Opens New 
Washington Store 


WasHINGTON, D. C.—J. W. Smith, 
for many years with the Bootery and 
Artcraft shoe stores in Washington, 
D. C., and J. C. Slaton, for years on 
the road with International Shoe Com- 
pany, have opened a new exclusive 
Parlor Shoe Store at the above address. 

They are specializing in women’s 
shoes $5 up, and children’s shoes $2.50 
up. 


Double Celebration 


Boston, Mass.—For two very excel- 
lent reasons February 10 was a mem- 
orable day to Thomas H. Meade, Jr. On 
this date his daughter, Helen Elizabeth 
Meade was married to H. John Sheehan, 
and this same day was the thirtieth 
wedding anniversary of Mr. and Mrs. 
Thomas H. Meade, Jr. 

The happy events were celebrated by 
a party at their home in Dorchester at 
which many friends in the shoe indus- 
try were present. Tommy Meade is sales 
representative for the Stone-Tarlow 
Company of Brockton and is a promi- 
nent member of the Boston Shoe Trav- 
elers’ Association. 


Fa} 
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Survey Shows Men Want 
Rubber Heels 


New York—American men prefer 
rubber heels on their shoes by a wide 
majority and insist on having them, the 
Rubber Manufacturers Association re- 
ports, after conducting a series of sur- 
veys to determine the popular choice 
in the matter of heels. 

The association recently made a sur- 
vey in a number of leading repair shops 
in major cities, and learned that 87.5 
per cent of the male customers definite- 
ly insisted on rubber heels rather than 
hard heels. In fact, it was learned that 
a surprisingly large number of men, 
objecting to the hard heels on new 
shoes, had them replaced with rubber 
heels before wearing the shoes. 

“This survey,” the Association 
pointed out, “substantiates the check- 
ups previously taken, which showed a 
decided preference for rubber heels on 
the part of doctors, policemen, mail car- 
riers, department store clerks, and 
others whose activities keep them on 
their feet most of the time.” 


January Shoe Production 
Shows Large Gain 


New YorK—Shoe production in Janu- 
ary is estimated by the Tanners’ Coun- 
cil at 34,500,000 pairs. This represents 
an increase over production in January, 
1938, of 35 per cent. Output in Janu- 
ary, 1938, amounted to 25,523,000 pairs. 

Output last month was the largest 
for any January on record with the 
exception of January, 1937. Shoe fac- 
tory operations are reported currently 
at a high rate and February production 
should equal last month’s total. Manu- 
facturers of seasonal merchandise such 
as women’s volume shoes are particu- 
larly active in view of delayed buying 
and the comparatively early Easter. 

Among the reasons for present large 
shoe output are reduced inventories held 
by distributors and the favorable trend 
of retail sales. During January sales 
of several leading chain stores aggre- 
gated 9.5 per cent more than a year 
ago. 


Sauter to Open Own Store 


WiLmincTon, Det.—After serving as 
manager of the Nelson Shoe Company 
store in this city for the past twenty- 
five years, G. T. Sauter will open a 
shoe store of his own around March 
10, to be operated as The Sauter Shoe 
Shop, at 1214 Market Street. Mr. 
Sauter states that he will present men’s 
and women’s shoes in the price ranges 
from $4 to $10. 

The store will have a very effective 
modern front, giving excellent oppor- 
tunity for display, and with Mr. Sau- 
ter’s long career in the shoe business 
and his extensive acquaintance and 
clientele in Wilmington, gives promise 
of being an effective factor in the shoe 
business of the city. 





CHAMPIONSHIP 


WINNERS 


yhe) 


SALES WINNERS 
ALL THE TIME 


No “prospect" for smart, comfortable 
golfing footwear can resist the tournament 
record of Sportocasins. In the last I4 
years the following major championships 
have been won by players wearing Bass 
Sportocasins. 

American Amateur 9 American Open 
British Amateur 4 British Open 3 
Do you need any further sales persuader to 
interest the thousands of both experts and 
duffers who love to follow in the footsteps 
(footwear) of the champions? Write for 
catalog and prices. G. H. BASS & CO., 
Dept. BS-13, Wilton, Maine. 


HUSTLE 
WITHOUT 
BUSTLE 


We're hustlers when 
the occasion demands 
but we don’t make any 
noise about it. Our serv- 
ice is as cheerful and 
quiet as it is speedy. 


DIUUMARCK 


HOTEL-CHICAGO 
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IN POLL-PARROT suHoeEs 
AT PRICES THAT AREN’T HIGH HAT 


High hat in style and value but not in price, Poll- 
Parrots move in fast company. Their tremendous 
popularity is due to their style appeal, price ap- 
peal and strict adherence to quality standards. 
Look in on this “bird” with the high hat. He’ll 
show you a few things about profitably merchan- 


dising your children’s business. 


ROBERTS, JOHNSON & RAND 


Branch of International Shoe Co. ST. LOUIS, MO. 





Shoe Store Calendar 


[CONTINUED FROM PAGE 28] 


20 YOUR new window displays to- 

day should feature the fact that 
Easter is just three weeks away. And 
from now on your display cards and 
your newspaper advertising should con- 
stantly remind folks of Easter. The 
windows should have a complete change 
today or they will begin to look “old” 


to passersby. - 
91 THIS is the first day of Spring. 
A big display card in each win- 
dow saying, “Today Is The First Day 
of Spring! Are You Ready With New 
Spring Footwear?” will get a lot of 
attention and sell some shoes for you. 
And be sure that you remove the cards 


tonight! 
99 CHECK your stocks again to- 
day. And look over the results 
carefully, comparing the week’s sales 
on various items with those of preced- 
ing weeks. If sales are speeding up, 
it calls for a more careful job of re- 
ordering to make sure no “outs” occur 
during the big selling season of the 
next two weeks. 


9 HOW are your sales of men’s 


footwear? Perhaps you do not 
advertise the line frequently enough. 
Have you built up a good list of men 
customers? If not you should start one. 
If you sell men’s hose, give some 
thought to trying the hosiery club idea 


for men’s hose too. 
9 4 TOMORROW is the last Satur- 
day in March. Make it a good 
one by advertising in a big way today. 
Play up the “Two Weeks Until Easter” 
theme strongly, feature your best sell- 
ers in women’s footwear and give your 
children’s line a strong ad too. Adver- 
tise your men’s line too, but in a sepa- 


rate ad. 

9 5 DID you “pep up” your windows 
for Saturday shoppers? How 

long since you have looked over your 


competitors’ windows and _ honestly 
compared them with your own? Could 
you truthfully say that your displays 
are better than the others? And if you 
cannot say so then what are you doing 


about it? 

97 CHANGE your window displays 
today, for the week. And get 

all the SELLING into your displays 
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An interesting Spring shoe adver- 
tisement by Saks Fifth Avenue, New 
York, announcing a new shoe color. 


that you possibly can. The peak of the 
pre-Easter selling season is here and 
you must cash in on it if your Spring 
profits are to be satisfactory. Check 
your interior displays too. 
98 HOW about a postal card mail- 
ing to your customer list say- 
ing, “With Easter Just 10 Days Away 
The Fact That $5 (insert your best 
selling price) Buys a Really Smart 
Pair of Shoes At Blanks Is Worth 


Knowing!” A brief message of this 
sort will register better than a wordy 


ad. 
99 THIS is the last time you will 
have to check your stock this 
month and it will be a pretty important 
check too, what with the last 10 days 
of the pre-Easter season just ahead of 
you, It’s time to be looking ahead to 
the after-Easter season too. 
30 THIS should be a good day to 
check over your selling plans 
for the month of April, which is just 
ahead of you. Look over last year’s 
records, figure out how much you can 
spend for advertising and when to spend 
it. Plan your windows. Check up on 
your merchandise orders. 


31 PREPARE to start April off 

with a record Saturday tomor- 
row. Plan a big striking style ad for 
tonight’s papers, featuring your big- 
gest selling price lines in women’s foot- 
wear and hosiery. And give your win- 
dows a thorough going over tonight to 
make them just as attractive as pos- 
sible to Saturday shoppers. 


To Open Second Shop 


Fr. Meyers, FtA.—A. M. Leone, pro- 
prietor of the Family Shoe Store, is 
opening a second shop in the Miller 
building. This will be known as the 
X-Ray Shoe Shop, and will carry a 
full line of shoes for men, women and 
children. A corrective fitting depart- 
ment will be under the direction of 
James Coniglio, who comes to Ft. 
Meyers from Butler stores, Tampa. 





TO 
BUY 


Bowling Shoes 


re 


PROFESSIONAL 
BOWLING SHOES 


Men's Women’s 














44 Per Cent Markup 
Or Quit Business 


[CONTINUED FROM PAGE 35] 


“The average shoe merchant should 
eliminate from 50 to 60 per cent of 
various price lines and at least 75 per 
cent of his manufacturers,” Mr. Mittel- 
man said, basing his statement on his 
observations in traveling. 

“Mounting costs of numerous new 
taxes and other government problems 
make it necessary for retailers today 
to specialize and concentrate on some- 
thing that will make them stand out 
and be able to meet a legitimate mark- 
up,” Mr. Mittelman continued. 

He declared it is necessary to get a 
44 per cent mark-up “or go out of 
business.” 

He explained that the cost of dis- 
tribution, added to taxes and the “un- 
rest of sales forces due to pressure 
brought by racketeers representing 
unions,” make the 44 per cent mark-up 
necessary. 

The cost of business has risen at 
least two and a half per cent and may 
reach three and a half before the end 
of 1939, Mr. Mittelman said, reiterat- 
ing his statement that “unless there is 
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Current Statistical Service, Bureau of Foreign & Domestic Commerce 


Number Percentage 


of Firms 
Report- 


State 
States by Regions 


Change Sales Reported 
‘From 


1937 





4,837,572 5,314,778 





5,364,683 
1,171,206 
542,487 


2,412,574 
1,238,416 


4,870,562 
1,105,468 
506,670 


2,082,664 
1,175,760 





2,156,768 2,184,966 
1,005,085 983,254 


704,524 





North Carolina 
South Carolina 
Virginia 

West Virginia 


306,512 
549,203 


464,038 





East South Central ............. 
Alabama 
Kentucky 
Mississippi 


595,479 
595,479 





1,611,412 ,623,720 





2,032,500 2,032,832 
691,051 
464,307 
399,592 





Ww 


8,373,654 
5,629,340 
764,503 
979,811 


7,941,186 
6,319,903 
711,987 
909,296 





25,812,168 27,412,497 





Total adjusted for the number of 
working da. 


* Insufficient data. 


2,637,386 
407,894 
302,911 


2,461,726 
401,500 
291,924 





a legitimate mark-up a retailer can not 
possibly make a profit.” 

Distinctive and specialized advertis- 
ing were recommended by the speaker, 
who suggested that ads emphasize 
color, material or type of shoe. Don’t 
skimp on window dressing and attrac- 
tive store fronts, and above all have 
attractive, adequate lighting which 
makes the atmosphere of a _ store 
pleasant or dull. 

The retailers do not look for any 
immediate price changes. 

A resolution was adopted opposing 
new taxes as proposed in the budget 
of Gov. Herbert H. Lehman. 

The association adopted resolutions 
expressing sympathy and regret on the 
deaths of four members, Frank E. 


Gibbons of Ithaca, G. Eugene Connor 
of E. P. Reed & Company, Rochester, 
and Grover Kalb and W: W. Dusen- 
bury of Auburn. 


Detroit Retailers Hold 
Pre-Election Meeting 


Detroit, Micu.—The Board of Direc- 
tors of the Detroit Retail Shoe Dealers 
Association held a special meeting on 
Tuesday, Feb. 14, to consider matters 
pertaining to the annual election to be 
held March 14. President David Liebo- 
witz appointed a nominating commit- 
tee composed of C. J. Taylor, H. Kar- 
now and Nathan Hack, to prepare a 
slate for the election. 
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Obituaries 


Walter B. Yater 


LYNCHBURG, VA.—Walter B. Yater, 
62, sales director and style man for the 
Universal Shoe Mfg. Company, the spe- 
cialty division of Craddock-Terry Shoe 
Corp., died recently in Knoxville, Tenn. 
He was one of the most widely known 
and successful shoe salesmen in the 
trade, having an extremely large ac- 
quaintanceship in the Middle West and 
on the Pacific Coast. 


WALTER B. YATER 


Mr. Yater was born in North Ver- 
non, Indiana, May 25, 1876. He entered 
the shoe business in 1890, when he 
joined the Forward Shoe Co. of Cin- 
cinnati, Ohio. After working as ap- 
prentice in the distributing plant, he 
went on the road, representing them 
until the Fall of 1902 when he went to 
St. Louis with the Courtney and Bur- 
rough, Jones and Dyer Shoe Company, 
which later became the McElroy-Sloan 
Shoe Co., western department of the 
Craddock-Terry Shoe Corp. In 1927 he 
was transferred to the Universal Shoe 
Mfg. Co., and since his connection with 
this division of Craddock-Terry Shoe 
Corp., he led by a wide margin all 
salesmen in all selling divisions of the 
company. 

Burial was in Greenwood Cemetery. 
He is survived by his widow, Mrs. Mar- 
tha Moss Yater, and two sons, Moss 
and Walter Yater. 


Col. Joseph Samuels 

PROVIDENCE, R. I.—Col. Joseph Sam- 
uels, founder and president of the Out- 
let Company, died Feb. 13 of pneumonia 
at Beth Israel Hospital in Boston. He 
was in his 74th year. 

Col. Samuels started as an errand 
boy and then, with his brother, the late 
Leon Samuels, started a small dry 
goods store which the two brothers de- 
veloped into one of the biggest and 











most progressive department stores in 
New England. On Weybosset Street 
the business occupies an entire city 
block and is the largest department 
store in Rhode Island. 

The company operates a large shoe 
business, occupying an entire section of 
the street floor of this large block. The 
shoe department has been famous for 
featuring a wide variety of price 
ranges, extending from lowest to high- 
est prices. 

Col. Samuels was born and educated 
in Washington, D. C. It is a strange 
incident that, when the two Samuels 
brothers first came to Providence, they 
intended staying only about a month. 
The field for dry goods business looked 
so good to them that they opened their 
first store and have remained ever 
since. 

He is survived by his widow, a daugh- 
ter, a grandson and granddaughter. 


John H. Cross 


Boston, Mass.—John H. Cross, for- 
mer well-known New England shoe 
manufacturer and for the last ten years 
with the Littleway department of the 
United Shoe Machinery Corporation, 
died February 12 in Brooklyn, N. Y. 
His home was at 131 Park Drive, Bos- 
ton. Funeral services were held Feb. 
14 in the Leslie Lindsey Memorial 
Chapel, this city. 


Mr. Cross, who was 78 years of age, 
was born in Beverly, Mass., and entered 
the shoe business as an employee of the 
Thomas G. Plant Company where he 
worked for thirteen years. He then be- 
came a partner in the Cross & Tucker 
Shoe Company of Lynn, which later 
became the Cross Shoe Company. 

Mr. Cross is survived by a daughter, 
Miss Frances Cross, of Boston; a 
brother, Samuel Cross, and a niece, 
Miss Flora Cross, both of Abington, 
Mass.; and four nephews. 


Mrs. Anna Justin 


Fort WortH, Tex.—Mrs. Anna Jus- 
tin, 74, widow of H. J. Justin, who 
founded the H. J. Justin & Sons, boot 
and shoe concern now in Fort Worth, 
died in a Fort Worth hospital on Feb- 
ruary 14. Three of her sons, John S., 
W. E., and S. A. Justin, have been in 
charge of the company since H. J. 
Justin’s death in 1918. One of Mrs. 
Justin’s daughters, Enid Justin, is 
president of the Nocona Boot Company, 
at Nocona, Texas, where the Justin 
plant formerly was located. Besides 
the three sons and this daughter, Mrs. 
Justin is survived by three other daugh- 
ters, two sisters and three brothers. 
Funeral services were held in Fort 
Worth on February 15, followed by 
another funeral service and the burial 
at Nocona on February 16. 
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MARCH 


ARE NOW 
READY 


The January price ticket is in 
white, gold, and green, and has 
adequate space for wording or 
stock number. 


Freshen up your New Year win- 
dow display with harmonizing 
show cards and price tickets. 
The January show cards are 
now ready in an attractive and 
seasonal design in shades of 
blue, green and gold on a white 
background, and bear mes- 
sages pertaining to style, qual- 
ity, protective footwear, etc. 


CARD HOLDERS 

Two styles are available; 
Natural wood finish or 
oval base — burnished 
gold — three color trim. 
These modernistic holders 
take any size card, and 
harmonize with the finest 
window display fixtures. 


- 
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Everyone Passing 
is a Possible Prospect 
SELL THEM 





DISPLAY CARD SAMPLES, HARMONIZING TICKETS 
and SELLING MESSAGES SENT ON REQUEST 





14 snappy and informative selling messages 
each month for men's, women's, children's shoes, 
women's hosiery, store service, fitting, quality, styles. 
Single cards, 60c each—without text, 35¢ each 
(PRICES FOR MONTHLY SERVICE SHOWN ON OPPOSITE PAGE) 


ATTRACTIVE HAND LETTERED PRICE TICKETS 


In popular denominations and blank. Samples of in-stock 
tickets available. 
WITHOUT STORE NAME: 6 dozen, $1.10—i2 dozen, $2.00 


WITH STORE NAME: 100 tickets, $3.00—200, $5.00 
CHECK WITH ORDER, PLEASE, UNLESS C.O.D. PREFERRED 


MERCHANDISING AIDS 


Pouy Cup Polly Clips 
for Price Tickets For Price Tickets—Adijustable 


—Tilt at any angle. 















Pe eee 
P< ors ness. ctant ee 
Recorder Stock Record 1 ¥ 
i Tickets 
— — Seren Cyclone clips es eee 
2S ere ee $1.25 

















RE re es 
000 $2.25 a , 
Polly Shoe Holder a 
' To display arch, branded, and a 
} fibre-sole shoes. Always re- F 
+ Snoe mains in upright position. 
OLDE 
Pat. Pendiog 


NE ca a awa $1.65 sesceeessé 
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FEATURE POINTERS 


precisely point out in-built values. These 
ARROWS are obtainable in two combine- 
tions: corn with green border, or buff with 
green border. Choice of forty selling 
phrases, or blanks. 


12 dozen (printed or blank) .... $2.00 
6 dozen (printed or blank) .. 1.10 
| dozen (printed or blank) .... 0.25 


SPECIAL: 


Combination of one gross Polly 
Clips and one gross Arrows, only 
$5.00. 


















(Cross out 


lines not carried.) We wish IMPRINTED TICKETS @ 35¢ per fifty, in following 


quantities and denominations: 


Aa SSS 


ANNUAL DISPLAY CARD 
SERVICE INCLUDES 
EXCLUSIVE FRANCHISE with annual card service to one merchant in an : 

average size town, suburb or city shopping center. 


STORE WINDOW BULLETIN supplies merchandising and display suggestions 
each month. 


SPECIAL CARDS, with wording as wanted. 


EXCHANGE OF CARDS: Annual card service subscribers may exchange any 
cards received for others of the current month, whose text better covers 





Women’s, Children’s Shoes and Women’s Hosiery. 


ace erecepooececess 


a 


OWNER See eae 
SRB HHy]]]======EE——>—>—_—E>>E_2>[E EES 


ND —E—EE—_—E—EE———E——— SESE 

















FOR ANNUAL SHOW CARD SERVICE 


their merchandising program. € 
= 
PRICE TICKETS: Blank tickets, harmonizing with the current month's cards, ' ‘ 
supplied free. : $ 
IMPRINTED PRICE TICKETS with prices os wented, to assure well blended =: 3 
trim, are 35¢ per fifty, additional. : 
WSSSSld sei cBsszg 
| So Pees Latest 
SERVICE | MONTHLY | cARDS | HoLDEeRs | PbARK, 52g 75 g7Ee }. »s.§ 
cSSSSESESSSSSE, 
No. | $5.00 12 ‘ 100 : Spe ee ieEesisd 
SoREiskeege%* 33 
No. 2 4.00 8 4 100 aC ssssies et ch, 
nt t29 Too 8 tet 
Ne. 3 3.00 6 2 50 s eg So Sseseet 
Ne. 4 295 ‘ ; ‘gests? e.g 
2 50 PSSSSEES= SSSESE 


























aacwT 







) ‘ Scant’ ate 

i) VY FOR ITSELF + IN oa 
‘Y~ INCREASED BUSINESS BOOT © SHO 
(fi : Boyd EY 


4A ° | na 
Mae Wink % Vovo/ 





























. card hold- 
. IM- 


-«» consisting 
firat month’s 


OT ececcscsevcess 





. blank tickets each 


GU GEE cnsvecvcéces 








per fifty, additional. 


“Cc” White beard. “I” Shell pink 
Design in bright beard. Design in 
blue. purple and yellow. 


beginning with March 


Please enter our order for the 
Recorder “Selling Messages,” 
continuing monthly for one 
year, for Card Service No. 
PRINTED TICKETS, at 36¢ 


service), ........ 


ers (with the 





SIZE: 14" s 2%"—Prices on opposite page. 
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SALESMEN WANTED 


POSITION WANTED 


BUSINESS OPPORTUNITY 








PRODUCING SALESMAN 


experienced in sales management, merchan- 
dising and in-stock control wants a reputable 
line. Young, hard worker, fifteen years’ ex- 
perience selling the volume trade. 


Address No. 133, BOOT AND SHOE RECORDER 
140 Federal St., Boston 











N unusual sideline for New York, Pennsyl- 
vania, bw 3 Joresy, and Michigan. A com- 
plete line of shied ete shoes = in- 
& Shoe Rec oe ha 239 

West 39th Street, New York, N. Y. 





WANTED-—Salesmen experienced in contact- 

ing buyers of safety type shoes to carry a 
newly developed safety shoe as a sideline. Shoes 
made by a reliable senetaguner who has never 
before sold safety shoes of any type. Address 
$126, care Boot & Shoe pe 14 239 West 
39th Street, New York, N. Y. 


P ERMANENT position open for experienced 
salesmen under forty acquainted with shoe 
trade area of Chicago, Pittsburgh, St. Louis, 
Western Michigan, South Dakota and the East. 
State a ualifications and attach photograph. 
Write ny rosse Rubber Footwear Mills Com- 
pany, La Crosse, Wisconsin. 





POSITION WANTED 


ACK MANHEIM, WINDOW TRIMMER, 
218 Kingston Ave., re Y. 
Slocum 6-6241. INVITES OU. TO VISIT 
HIS SIX COMPLETELY TRIMMED WIN- 
DOWS IN THE SHOWROOM OF DOWN. 
TOWN DISPLAY CO., 136 WEST BROAD- 
WAY, NEW YORK. LET'S MAKE A 





DATE! 





YOUNG oo 28 yrs. old at present employed 
as buy er and manager of shoe department 
located ta New England College town. Expert 
fitter of arch supports and shoes. Good adver 
tising man. Would prefer New England. Ad- 
dress $139 care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 


ORTHOPEDIC Salesman—best of references— 
33 years of age—College education—Gentile 
—High style Wit eo and can manage Shoe 
Degeranem. anywhere. Address $137, 
care Boot bcenden, 239 West 3 
Street, Nes York,  * 


HQROUGHLY experienced ortiogatie and 
Sooo man Available March 15th. Mar- 
ried, 34, 15 years’ shoe selling and managing 
experience, window trim, stock control. Under- 
stands the making of arch supports; and all 
common foot troubles. Will go agyenere. Ad- 
dress $135, care Shoe Recorder, 239 
West 39th Street, New York, N. Y. 








HOE salesman, retail and department store ex- 
perience, 27, single, college graduate, excel- 
lent references. Address $134, care Boot & 
Shoe Recorder, 140 Federal St., Boston, Mass. 


| Poe and opportunity unlimited on my 
unique baby shoes into 
Ends and Mantel pe Instructions 
very reasonable. Write— E. ‘Watson, Belle. 
fontaine, Ohio. 





WANTED TO PURCHASE 


LARGE Ri RESPONSIBLE SHOE MANUFAC. 
TURER UNABLE TO FILL GROWING 
SEMAND- FOR ITS PRODUCT, INTER 
ESTED SECURING CONTROL ‘OF FAC 

ORY NGLAND MAKING $1.98 
LADIES" SHOES" ON CEMENT PROCESS. 
BUYING OUTRIGHT OR AFFILIATING 
FINANCIALLY. PLEASE REPLY STAT- 
ING NUMBER CASES NOW MAKING 
DAILY, ALSO OTHER PARTICULARS. 
ADDRESS $127, CARE BOOT SHOE 
RECORDER, 239 yWEST 39TH STREET 
NEW YORK, N. 











ANTED—36” to 48” Deep Die Dinking 
Machine. Must be cheap. W. E. Muir—- 
Coatesville, Pa. 





FOR SALE 


| HAL .F-Owner manager desires to sell interest 


in modern family shoe store located central 

| Texas city of 18,000. Clean balanced stock in- 
ventory $7,500. Cash required $2,000. Posi- 
tion with sale to reliable party. Reai oppor- 
Address $136, care Boot & 


tunity—act now! 
239 West 39th Street, New 


Shoe Recorder, 
York, N. Y. 








w LL BUY 

or Wholesale and Ketail 

Also randed Shoes such as 
Welk-Over. Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
toniens, Stetson, Red Cross, Nunn-Bush. Ete. 

IBVIN RUBIN 
“The House of Jobde”’ 
88 Reade St., Cor. Church 

Phone Barclay 17-7887 New York Oity 








} Tia Sue ASHED high grade shoe store in W. 

near N. Y. State line. Stock and 
nine) Fixture can be bought very reason- 
able. Excellent lccation. Address $138, carc 
Boot & Shoe piagerder, 239 West 39th Street, 
New York, N. 





HOE Store and Repair Shop in growing town 
of 6000. Olsen’s, 34 North Baldwin Ave., 
Sierra Madre, California. 





A_PAYING SHOE STORE jocated in Brooklyn 
doing upward of $35,000, reasonable rent—han- 
dling nationally advertised lines of medium and 
better grade family shoes—present inventory 
$13,500. Net a for over 10 yrs. above 
$5,000 per year eason = a ing. other 
interests. No auctioneers. 

Boot & Shoe. ‘Recorder, 239 Went 3 39th Xo 
New York, 








PATENT ATTORNEY 








Buyers of Surplus Stocks 


w mn surplus er entire stocks of shees 
trem as ~ J Jebbers or retailers. 


QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phone WOrth 2-5577 and 5578 








SHOE STOCKS BOUGHT 
Complete or Part 
Wholesale or Retail 


BARIS SHOE COMPANY, Inc. 
79-81 READE STREET, NEW YORK, WN. Y. 
Telephone WORTH 2-5180-5181 

















Big Demand for Sport Types 


DENVER, CoLo.—Sport shoes are now 
leading the demand at the May Co. 
Crepe and leather soles are about equa! 
in popularity. Prices range from $3.45 
to $8.75 in colors of biege, tan, blue and 
black. It is an even break between 
kiltie tongue effects and eyelets. 





charge, 75 
When a box number is 
address should be counted. 


Classified advertising is payable in 





For all other classified 
desired twelve words should be added for the address. In 


CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
mum 75 cents. advertisements the rate is 7 cents per word. Minim 


The rate for all display classified advertisements is $5.00 » an inch with a maximum of 46 words. 


5 Advertisements for this page must be in our New York office on Friday of the week preceding publication “S® 


um charge, — 
all other cases each word of 
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MERCHANTS’ NEEDS 





MERCHANTS’ NEEDS 








PUEPNEDE: 
iF ai : 1}. 
bat Alter Shoes to Fit 


Abnormal Feet 


Ti 


ICES, IN 








PROVIDE FOOT COMFORT 
with the original 
SHOE DOCTOR SHRINKERS 


FOOT COMFORT easily 
provided for hard-to-fit or 
abnormal feet. Our Shoe 
Doctor Shrinkers when used 
with our specially pre- 
pared fluids, give the 
proper fit to shoes which 
fit large around the top 
slip at the heel, or gap at 
the sides. Any fullness or 
wrinkles in leather or fab- 
ric are easily shrunk with. 
out harm. 


$12.50 


Special combination offer $25.00 (fluids in- 
cluded in above prices) f.o.b. Indianapolis, 
Indiana. 

Rastern Representative: Charlies Henry Brows 
& Son, Marbridge Bidg.. New York City. 


Send your order or write for detail information 


E. C. SMELTZER CO. 


21 K. Siet Street, Indianapolix, tna 





York Annual Forum 


York, Pa.—Over 100 shoe merchants 
and ladies, from Harrisburg, Lancaster, 
Philadelphia and towns in between, met 
in York, Feb. 20, to hold the annual 
Spring festival of friendships in the 
form of the York Forum on present and 
future trends in shoe retailing. 

Meeting held in the Valencia as an 
evening dinner session of all groups 
carrying shoes, in distribution present 
were owner-operators, managers, 
clerks, chains, shoe departments, travel- 
ing shoe salesmen, silk men, polish and 
suppliers and a very prominent propor- 
tion of the gathering was composed of 
women who play a part in shoe stores 
and shoe families. The setting of York 
as a mid-way point, and its diversified 
industry-forming background made it 
a natural place for a forum meeting. 

Tolerance and acknowledgment that 
in public service all channels of dis- 
tribution may make an American Way 
under the American system of free- 
enterprise and competition was stressed 
at the meeting. 

As Chairman Mose Leibowitz ex- 
plained, “it is easy for any group of 
merchants to get together in forum 
fashion after the York plan. We have no 
formal organization, nor constitution, 
nor by-laws—we plan and promote a 
meeting by post-cards sent out by 
Edward Reineberg. Merchants respond 
and we organize a committee of ar- 
rangements, in this case consisting of 
Samuel A. Bruggeman, chairman, 
Michael Britcher, Harry Medanick, 
Philip Smyser, R. Sappington, S. 
Cletus Reineberg and Charles R. Mar- 
tin—the rest is program.” 


Chairman Leibowitz then introduced 
Arthur D. Anderson, of the RECORDER, 
and the editor spoke on current and 
coming events leading to getting more 
shoes sold right and later led the forum 
in discussing employer-employee rela- 
tions, sales training, style-freedom foi 
men and fashion futures in women’s 
shoes. The “information please” phase 
of the meeting is one to be amplied in 
future York forums. 

The outlook for Easter was _ indi- 
cated by merchants in this Pennsyl- 
vania Dutch region as orderly, progres- 
sive in its betterment, and the tide of 
business in general and wages rising. 


Production on Advanced 
Schedule 


FARMINGTON, N. H.—Believed to be 
the first factory in the East to adopt 
such a schedule, the Rondeau Shoe Co. 
of this town, has started operation on 
a 54-hour week under the new wages 
and hours law that went into effect 
last October. 

In order to get out its Easter orders, 
the concern began Feb. 13 on a basis 
of 10 hours in addition to the regular 
44 hours, for which time and a half 
will be paid the workers. 


Increase Capital Stock 


LANSING, Micu. — Miller-Jones Co., 
203 S.,Washington Avenue, with head- 
quarters in Columbus, Ohio, have in- 
creased their capital stock from $1,500,- 
000 to $3,500,000. 





GALOSH Seller! 


® For Galoshes, Rubbers, Etc. 
© IN SUMMER TIME FOR KEDS, Etc. 
USE IN VESTIBULE 
OR INTERIOR 


® ALL METAL 


® LACQUER 


FINISH 
(WHITE) 


® MERCHANDISE 
CAN'T COME 
OFF 


$4) 60 


F. 0. B. 
ST. LOUIS 


® STANDS ABOUT 5 FT. HIGH 


WESTER-WAY DISPLAY CO. 
2233 CHOUTEAU - ST. LOUIS, MO. 











Sell Your 
Salespeople 


[CONTINUED FROM PAGE 41] 


amount of elucidation, but like all fun- 
damentals has a tendency to be over- 
looked. If your men can be supplied, 
through a series of nominal subscrip- 
tions, a good portion of the field will 
have been covered. 

In conclusion, let us remember that 
after we have made all the costly and 
detailed preparations for the purchase 
and merchandising of our shoes, and 
the development of a sales traffic, the 
man on the fitting stool is still the 
dramatic stop-and-go directing that 
sales traffic. 


Adds Men’s Shoe Line 


SHELBY, Micu.—D. H. Rickert will 
add a line of men’s shoes to his newly 
modernized clothing store. 


Purchases Peerless Shop 


WHITEHALL, MicH.—The Peerless 
Shoe Shop, owned by A. M. Leighton, 
has been sold to Oscar Pearson, 
formerly with the Eagle - Ottawa 
Leather Co. 
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5 SHOE RETAILING 


PROBLEMS - - - - 
And how to solve them 


DO YOU WANT TO 


MAKE it possible to provide 
comfort in style shoes or inex- 
pensive shoes with an insert 
that retails at $1.00? 


Ask for 
GLIDE-O-MATICS. 


BE ABLE TO fit everybody 

slip at the boat? “Tr i. Sesible 

at t is possible 

to shrink leather and - fabric 

the material 

—without even leaving a mark. 

Ask forinformation about 

SHOE DOCTOR SHRINK- 
ERS and Fluid. 


BE ABLE TO fit your cus- 
tomers right with the first shoe 
try on? new T- 
UARE FOOT MEASURE 

is the answer to the shoe men’s 
prayers. Ask for informaticn. 


PROVIDE that extra service 
that pleases your foot-weary 
customers and puts smiles on 
the faces of the worst cranks? 
Ask for information on the VI- 
— FOOT OSCILLA- 


HAVE your customers wear 
your heaviest, stiffest shoes out 
of the store f as though 
they have their old shoes on? 
Ask for information on THE 
PLIANTOR the machine that 
“walks the breaking-in miles.” 


Mail the coupon below for com- 
plete information on any or all 
of these “Special Service” items. 


CHARLES HENRY BROWN 
—&. SON,INC. 


gueneeee== TEAR HERE © 8°" """"4 
8 CHARLES HENRY BROWN & SON, Ine. 
Marbridge Bidg., 47 W. 34th St., New York City 

send me detalis on the following items: 
(ehh) 


GLIDE-0-MATICS 

SHOE DOCTOR SHRINKERS 
T-SQUARE FOOT MEASURE 
VI-PED-EX FOOT OSCILLATOR 
PLIANTOR 


sans eee are see eee em ee 
2 
: 





BOOT anp SHOE RECORDER, February 25, 1939 


1G GUIDE, 


BOOTS AND SHOES 


EE, i in Seas I, nn vv ccccadeiind wiledbece cdavicinttatelswcudn 44 
BROOKS SHOE MFG. CO., Philadelphia, Pa. ...................cceeecceccces 46 
BROWN SHOE COMPANY, St. Lowis, Mo. ...............0. ccc cceececceeees 8, 23 
CONNELL, J. M., SHOE CO., 8S, Braintree, Mass, .................6.cecceeees 46 
CURTIS, STEPHENS, EMBRY CO., INC., Reading, Pa. ...................... 34 
DANVERS SHGE CO., Manchester, N. H. ............. ccc ccc cc ccc cedccccces 44 
DOUGLAS, W. L., SHOE CO., Brockton, Mass. 3 
DREW, IRVING, CORPORATION, Portsmouth, 0. ......................2.4.. 37 
en ce, UO, BPR i occ ccccccccsccsWuccccceccscncecess 36 
ENDICOTT-JOHNSON CORP., Endicott, N. Y. ............-.-ceeeccceececeecs 5 
GERBERICH-PAYNE SHOE CO., Mt. Joy, Pa. ............2..020e00es Back Cover 
MRS. DAY’S IDEAL BABY SHOE CO., Danvers, Mass. ...................... 42 
O'DONNELL SHOE CO., Humboldt, Tenn. ................. cc ccccccsecccceces 39 
i oe a a Sued obese vs scasuy soawdsbowebaae 42 
ROBERTS, JOHNSON & RAND, St. Louis, Mo. ..............2.0. 0c cee eeees 45 
ROHN SHOE BiG. CO., Milwaukee, Wis. ....... 0. cece cece cece cece cecncsccce 38 
SAKS, M. J., SHOE CORP., New York City 

WRIGHT, E. Ta@ CO., INC. Rockland, Mase. .......... cic ccc ccc cece cvcces 41 


LEATHER AND OTHER MATERIALS 


ALLIED KID co. Boston, Philadelphia and New York 

COLONIAL TANNING CO., Boston, Mass, .............ccccccccsceccceeeceens 4 
DEWEY & ALMY CHEMICAL COMPANY, Cambridge, Mass. ........ Front Cover 
EAGLE-OTTAWA LEATHER CO., Whitehall and Grand Haven, Mich... .3rd Cover 
GALLUN, A. F., & SONS CORP., Milwaukee, Wis. ..............5..2.-..0-05. 10 
nS een ee er rye LOS ae 25 
RUEPING, FRED, LEATHER CO., Fond Du Lac, Wis. 2nd Cover 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 


COMPO SHOE MACHINERY CORP., Boston, Mass 

GOODYEAR TIRE & RUBBER CO., Akron, 0. 

PANTHERPANGO CO. Cheleca, Mass. ........cccccccccelecccccccceccsceces 
ne a baedinecdepedudes cu ccatechsp 
UNITED LAST COMPANY, Boston, Mass. 

UNITED SHOE MACHINERY CORP., Boston, Mass......................0.0.. ee 


STORE EQUIPMENT AND ACCESSORIES 


BROWN, CHARLES HENRY, & SON, INC., New York City 
DUNDE SHOE RESHAPING DEVICES, INC., Hollis, N. Y. ................. 51 
SMELTZER, MH C.. CO. Indianapolis, Ind. ................000.0.0ccceececeeess 51 
WELLS, GUS V., Des Moines, Iowa 

WESTER-WAY DISPLAY CO., St. Lowis, Mo. ...........0...000ccccucceecees 51 


MISCELLANEOUS 


BARIS SHOE COMPANY, New York City 

ee CNR Ce eek. civislbbwceccecccsessoeswas's 
ISELIN, WM., & CO., INC., New York City 

KIRSCH-BLACHER CO., INC., New York City 

POLACHEK, Z. H., New York City 

RUBIN, IRVIN, New York City 

TOLMAN-DAVIDSON ADVERTISING PRESS, INC., Boston, Mass. 











SISRARERS 


